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A bstract
The aim of this study is to find out whether the store layout has an influence on consumer 
behaviour and to analyse the differences in consumer behaviour in two different types of 
layout, which are grid layout and free-form layout.
Literature was researched in areas of retailing, marketing, consumer behaviour and 
environmental psychology. Previous studies are found to be focused on other elements of 
store environment and their influence on consumer behaviour without establishing any major 
relationship with store layout. Furthermore the literature on store layout and its effects on 
consumer behaviour does not show any empirical evidence. Therefore, this study tries to link 
previous suggestions on store layout with environmental psychology models and to fill this 
gap in the hterature by providing statistical evidence.
One hundred and twenty customers of a grocery store were randomly interviewed using 
structured questionnaires, real and simulated environments. The respondents were shown 
plans and pictures of grid and free-form store layout to give an idea of the layout. Forty 
respondents answered questions related to each one of the simulated layouts and another forty 
respondents provided answers for the visited store to test the reliability of the data obtained 
from simulated environments. The effect of pleasure, arousal and dominance of the store 
layout on customers’ approach behaviour was analysed by regression analysis and the level of 
these emotional states and approach behaviour in grid layout and free-form layout was 
compared by using t-test.
The findings of the study show that pleasure feeling caused by store layout significantly affect 
the approach behaviour, whereas dominance has little effect and arousal does not have any 
influence. Additionally, the study did not show any significant difference of the pleasure, 
arousal and dominance emotional states and approach behaviour in grid layout and free-form 
layout.
The results would suggest therefore, that it would be to the advantage of retailers to organise 
the layout with the intention of increasing pleasure and dominance feelings of customers, so 
that they would experience more approach behaviours towards the store.
II
_______________________ The  In fl u e n c e  of Store La y o u t  o n  Co n su m e r  B u y in g  B eh a v io u r
Ta b le  o f  Contents
Declaration I
Abstract II
Table of Contents III
List of Tables VI
List of Figures VII
Acknowledgements VIII
Chapter 1 Introduction 1
1.1 Introduction 2
1.2 Objectives of the Dissertation 3
1.3 Organisation of the Dissertation 4
Chapter 2 Literature Review I - Store Layout 6
2.1 Introduction 7
2.2 Store Environment 9
2.3 Store Atmosphere 10
2.3.1 Elements of Store Atmosphere - Exterior 11
2.3.2 Elements of Store Atmosphere - General Interior 12
2.3.3 Elements of Store Atmosphere - Store Layout 14
2.3.4 Elements of Store Atmosphere - Interior Displays 15
2.4. Store Layout 15
2.4.1 Grid Layout 21
2.4.2 Free - Form Layout 23
2.4.3 Race Track Layout (Loop Pattern) 26
2.5 Conclusion 27
Chapter 3 Literature Review II - Consumer Behaviour 29
3.1 Introduction 30
3.2 Consumer Decision Making 30
3.3 Consumer Buying Behaviour in an Environment 32
3.3.1 Mehrabian-Russell Model 3 3
III
_______________________ Th e  In fl u e n c e  of Store  La y o u t  o n  Co n su m e r  B u y in g  B eh a v iq u r
3.3.2 Bitner’s Framework 37
3.3.3 Previous Studies on Store Environment and Consumer Behaviour 38
3.4 Formulation of Hypothesis 41
3.4.1 Proposal of The Model 41
3.4.2 Hypotheses 42
3.5 Conclusion 45
Chapter 4 Methodology 46
4.1 Introduction 47
4.2 Sampling Design 48
4.2.1 Sampling Method 48
4.2.2 Sampling Size 49
4.2.3 Time Sampling 49
4.3 Data Collection Method 50
4.4 Questionnaire Design 53
4.4.1 Parti 53
4.4.2 Part II 54
4.4.3 Part III 58
4.4.4 Pilot Test 58
4.5 Data Analysis 59
4.6 Conclusion 60
Chapter 5 Data Analysis 61
5.1 Introduction 62
5.2 Descriptive Statistics 62
5.2.1 Responses 62
5.2.2 Demographic Analysis of Respondents 63
Gender 63
Age Group 63
Number of Adults and Children living in a Household 64
Education 65
5.2.3 Grocery Shopping Habits of Respondents 65
Regular Grocery Store, Towns where Respondents live 65
IV
_______________________ Th e  In fl u e n c e  of  Store  La y o u t  o n  Co n su m e r  B u y in g  B eh a v io u r
Grocery Shopping 66
Store Features 68
5.2.4 Respondents’ Thoughts about the Store Layout & Store Atmosphere 69
Respondents’ comments about store layouts 69
5.3 Reliability Analysis 73
5.4 Regression Analysis 75
5.4.1 Test of Arousal 78
5.4.2 Test of Predictive Validity 81
5.5 T-Test 83
5.5.1 Hypothesis Testing 83
5.5.2 Resemblance of the Grid and Free - Form Layouts to the Visited Store Layout 86
5.6 Conclusion 87
Chapter 6 Discussion and Conclusion 88
6.1 Introduction 89
6.2 Discussion of the main findings 89
6.3 Managerial Implications 92
6.4 Limitations 93
6.5 Recommendations for Future Research 94
6.6 Conclusion 95
Appendix A Dimensions of PAD Emotions 96
Appendix B Questionnaire for Simulated Stores 98
Appendix C Qnestionnaire for Visited Store 103
Appendix D Grid Layout Presentation 108
Appendix £  Free-Form Layout Presentation 110
Appendix F Visited Store Layout Presentation 112
Appendix G Comparison of PAD Emotional States in Each Type of Layout 114
Bibliography 116
V
_______________________ THE In fl u e n c e  of S tore La y o u t  o n  Co n su m e r  B u y in g  B e h a v io u r
L is t  o f  Tables
2.1 Top ten Attributes in Grocery Store Selection 16
4.1 Frequency of the collected data according to date, day and time 50
4.2 List of Dimensions and Components of Image Attributes 54
4.3 Measures and References of the questions in Part II 57
5.1 Product categories bought on the day of the survey 66
5.2 Ranking of Store Features 68
5.3 Answer rate to open ended questions 69
5.4 Preferred Features in Grid Layout 70
5.5 Disliked Features in Grid Layout 70
5.6 Preferred Features in Free-Form Layout 71
5.7 Disliked Features in Free-Form Layout 71
5.8 Preferred Features in Visited Store Layout 72
5.9 Disliked Features in Visited Store Layout 73
5.10 Reliability Coefficients for Pleasure, Arousal and Dominance measures 74
5.11 Linear Relationship Between the Variables: Pearson Correlation 76
5.12 Summary of the Regression Model;Predictors:Pleasure, Arousal, Dominance 77
5.13 Summary of the Regression Model;Predictors: Arousal 79
5.14 Summary of the Regression Model;Predictors:Pleasure, Arousal 79
5.15 Summary of the Regression Model;Predictors: Arousal, Dominance 80
5.16 Summary of the Regression Model;Predictors:Pleasure, Dominance 80
5.17 Test of Predictive Validity 82
5.18 Independent Samples T-Test Results 83
5.19 Resemblance of the Simulated Stores to the Visited Store 87
VI
_______________________ The  In flu en c e  of  Store La y o u t  o n  Co n su m e r  B u y in g  B eh a v io u r
L is t  OF F igures
2.1 The marketing mix for services 8
2.2 The Elements of Store Atmosphere 11
2.3 Straight Plan 17
2.4 The Pathway Plan 17
2.5 The Diagonal Plan 18
2.6 The Curved Plan 18
2.7 The Varied Plan 19
2.8 The Geometric Plan 19
2.9 Y, S and Q Layouts 20
2.10 Use of Grid Layout in a Supermarket 22
2.11 Use of Free-Form Layout in a Department Store 24
2.12 Use of Free-Form Layout in a Grocery Store 25
2.13 J.C. Penney Race Track Layout at NorthPark Center in Dallas 27
3.1 Five-Stage Model of the Consumer Buying Process 31
3.2 The Causal Chain Connecting Atmosphere and Purchase Probability 33
3.3 Three Components of the SOR Model 34
5.1 Gender of respondents 63
5.2 Age group of respondents 63
5.3 Number of Adults and Children living in a household 64
5.4 Completed level of Education 65
5.5 Towns where the respondents live 66
5.6 Grocery Shopping Frequency 67
5.7 Weekly Grocery Spending 67
5.8 Store Features 68
5.9 Histogram and Normal P-P Plot of Regression Standardised Residual 76
5.10 Comparison of PAD Dimensions and Approach Behaviour in Grid and Free-Form 
Layout 86
5.11 Resemblance of the simulated layouts to the visited store layout 86
VII
T he In flu en c e  of Store La y o u t  o n  Co n su m er  B u y in g  B e h a v io u r
A c k n o w le d g e m e n t s
I would like to thank all the people who have given me support and provided me with the 
information necessary to complete this study.
I would like to thank to Prof. Harmen Oppewal, my dissertation supervisor, for his guidance 
and helpfiil comments throughout the work of this dissertation.
I would like to thank to the managers of Safeway -  Woking, for letting me to do the survey 
with their customers and also to all customers who were interested with my study and 
answered my questionnaires.
Finally, I would like to thank to my beloved parents and my sister for their invaluable support 
in achieving my goals.
Burcak Goksel 
September, 2002
VIII
The  In f lu en c e  of Store La y o u t  o n  Co n su m e r  B u y in g  B e h a v io u r
Chapter  1 
In t r o d u c t io n
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1.1 In tr o d u c tio n
There is an increasing drive toAvards competitiveness in today’s retail companies. Many 
supermarkets carry similar merchandise with little price differences, and also bricks-and- 
mortar retailers face growing competition from internet based e-tailers offering similar 
merchandise at the same or cheaper prices.
Since the retail store is where the final buying decision is done, Kotler (1973-74), proposes 
that store atmosphere is an important marketing tool and its proper use is essential under three 
conditions:
- when there are lots of competitors and new ones are entering the market;
- when the differences among competitors’ product and price offers are small;
- when the target markets of the products are specific social classes or lifestyle groups.
As explained before, today’s supermarket retailing scene fits to the conditions proposed by 
Kotler (1973-74) therefore, creating a superior in store shopping experience is critical and 
could provide an effective competitive weapon for retailers.
Barr and Broudy (1986), compare the retail store to a stage set on which people act out their 
personal hopes, dreams, aspirations and desires. Hence, the retailer is the playwright of the 
shopping excursion which is a personal minidrama for the customer. The retailer arranges the 
background in the store, with furnishings, lighting, spatial relationships and form to create the 
mood for buying.
The retail environment’s capacity for altering consumer emotions has been proved by 
previous studies and is revised during this research. Furthermore, the research in 
environmental psychology has produced a body of knowledge that has examined the 
interaction between the physical environment and human behaviour in many different
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settings. The effect of most of the elements of store atmosphere, including colour, lighting, 
music, scent, temperature, on consumer behaviour is analysed by researchers. Hov^ever, little 
research has been conducted regarding the effect of store layout on consumer behaviour. The 
revie^v of the retailing, marketing, consumer behaviour and environmental psychology 
literature showed that knowledge on the effects of store layout on consumer behaviour is 
provided but they do not provide any empirical finding. Consequently, it is assumed that the 
writers rely on their observations and presumptions about the argument of store layout.
As Bitner (1990) says, planning of an effective store atmosphere can make the difference 
between a business success and failure. Therefore, store layout being an element of store 
atmosphere may add to the retailer’s achievements and its influence on consumer behaviour 
requires to be analysed since it may attract or repel customers.
1.2 Ob je c tiv e s  o f  th e  D is s e r t a t io n
The review of the literature revealed that researchers focused on the influence of store 
atmosphere and the elements of store atmosphere on consumer buying behaviour. However, 
studies on store layout and its effects on consumer behaviour were rather rare. Therefore, the 
objective of this study is to find whether store layout has any influence on consumer 
behaviour and more specifically how that influence compares in grid and free-form layouts. In
II
addition to that, it was also aimed to uncover the layout best preferred by the customers and 
the layout which creates positive feelings towards the store.
The expected contribution of this research is;
> Provide information regarding store layout and the effects on consumer behaviour and 
hence fill a gap in the Hterature.
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> Provide useful managerial implications concerning the best layout type that retailers 
can use in their store to increase their customers’ approach behaviour towards their 
store.
Therefore the objectives of this study are;
> Determine the feelings of consumers caused by store layout through the analysis of the 
relationship between pleasure, arousal and dominance feelings and if those feelings 
lead customers to have approach or avoidance behaviours towards the store.
> Compare the levels of pleasure, arousal and dominance feelings and the level of 
approach in two different types of layouts which are grid layout and free-form layout.
1.3 Or g a n is a t io n  o f  th e  D is s e r t a t io n
This dissertation is structured into six chapters, each one dealing with a different point, in 
carrying out the aimed research. Chapter 1 (Introduction) provides a brief description of the 
research background by focusing on some of the key concepts that will be discussed in detail 
in the rest of this dissertation. Additionally, the introduction chapter presents briefly the 
objectives of the research in order to inform the reader about the contents and structure of the 
study.
Chapter 2 (Literature Review (Part I) - Store Layout) provides an in depth study of the 
literature about the influence of store environment on consumer buying behaviour focusing on 
store layout. Furthermore, different types of layout and the provided advantages and 
disadvantages of these layouts for both consumers and retailers are addressed, concentrating 
mainly on consumers’ movements, feelings and behaviours in the store. Due to the paucity of 
studies on store layout this chapter relies heavily on the review of retail management 
literature.
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Chapter 3 (Literature Review (Part II) - Consumer Behaviour), is concerned with studies on 
environmental psychology, suggested models about interaction of the consumer with the 
environment and influences of the environment on consumers’ approach -  avoidance 
behaviours. Mehrabian-Russell’s (1974) Stimulus-Organism-Response model, which presents 
a basis to a significant number of studies, as well as to the present study, is reviewed in this 
chapter. In conclusion, based on the knowledge obtained from the hterature review a new 
model of the influence of store layout on consumer approach -  avoidance behaviours towards 
the store is introduced which contributes towards the research question and formulation of the 
hypotheses.
Chapter 4 (Methodology) explains the methodologies which can be used to collect the data to 
analyse consumer behaviour in a retail store and then explain the utilized data collection and 
analysis methods in this study, presenting examples from previous studies. The data is 
collected using structured questionnaires, real and simulated environments.
Chapter 5 (Data Analysis), presents the coUected data by giving a review of demographic 
structure of the respondents, their grocery shopping habits and the liked and disliked features 
in the visited, grid and free-form layout store. The effect of pleasure, arousal and dominance 
on customers’ approach behaviour caused by store layout is investigated through regression 
analysis and the level of these emotional states and approach behaviour in grid layout and 
free-form layout was compared by using T-test.
Finally, in Chapter 6 (Discussion and Conclusion) the main findings of the research are 
discussed and conclusions are presented. Additionally, the limitations of the present study, 
managerial implications and recommendations for friture research are presented in this 
chapter.
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Chapter  2
L it e r a t u r e  R e v ie w  I -  S t o r e  La y o u t
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2.1 In tr o d u c t io n
In today’s competitive environment retailers need to formulate their marketing strategies, 
including the selection of the target market, choice of a competitive position and building up 
of an effective marketing mix to reach and serve the target customers in order to acquire 
competitive advantage over adversaries by improving efficiency and customer satisfaction.
This chapter begins by explaining the elements of retail marketing mix, which is the 
combination of marketing tools used by the retailer to satisfy customer needs and influence 
their buying decisions (Levy and Weitz, 1995), then presents a review of the hterature about 
store environment and store layout focusing on evidence from prior studies about the effects 
of store layout and store atmosphere on consumer buying behaviour
Lazer and Kelly (1961) define the retail marketing mix as the combination of all efforts 
programmed by management and which presents the adjustment of the retail store to its 
market environment. These definitions show that retailing is more than only selling products 
and is the combined offer of product and service.
The elements of the traditional marketing mix are product, price, place and promotion. Since 
retailing is a service and services are mostly intangible, in a retail store customers will often 
be looking for any tangible cue to help them understand the nature of the buying or service 
experience. This acknowledgement has created the need to use additional variables to 
communicate with and satisfy the customers. People, physical evidence and process have 
been added to the four P’s, to form the services marketing mix (Zeithaml and Bitner, 1996).
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Product Price Place Promotion People Physical Process
Range Level Discounts: Location Advertising Personnel: evidence Policies
Quality - Allowances Accessibility Personal - Training Environment: Procedures
Level - Commissions Distribution selling - Discretion - Furnishings Mechanisation
Brand name Payment terms Channels Sales - Commitment ;, - Colour Employee
Service
Line
Customer’s 
perceived value
Distribution
Coverage
Promotion
Publicity
- Incentives _
- Appearance ’ -
- Layout
- Noise Level
discretion
Customer
Warranty Quality/price Public Ov - Interpersonal L Facilitating
goods
Tangible Clues
involvement
After-sales Differentiation relations L' behaviour ) Customer
service
-
-Attitudes direction
Other customers: '. 
- Behaviour ; l
Flow of 
activities
- Degree of ; ; 
involvement
- Customer/ .f: 
Customer
contact
Figure 2.1: The marketing mix fo r  services (Source: Gilbert, 1999)
Product, which is the most basic marketing tool is the retailer’s tangible offer to the market 
and includes product variety, quality, design, branding, guarantee and after-sales service. 
Price is the amount of money paid by the customers to buy the product and comprises 
discounts, payment terms, customer’s perceived value and quality/price differentiation. Place 
includes retailer’s efforts to make the product accessible and available to target customers. 
Promotion is the combination of all the advertising, personal selling, sales promotion, 
publicity and public relations activities used to communicate with the target customers. One 
of the added elements to the traditional marketing mix, people includes personnel, other 
customers, their appearance, behaviour and involvement.
Another element of retail marketing mix which provides customers with evidence on which to 
judge the service is process which includes policies, procedures, mechanisms, employee 
discretion, customer involvement, customer direction and flow of activities.
Physical evidence is the environment, where the retailer offers the product or delivers the 
service and interacts with the customers. Elements of physical evidence that affect customers
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include both exterior attributes such as signage, parking, landscape and interior attributes such 
as design, layout, equipment, décor (Zeithaml and Bitner, 1996).
After the explanation of retail marketing mix, this chapter focuses on store environment, 
atmosphere and layout.
2 .2  S to r e  E n v ir o n m e n t
The retail store environment is formed by the physical and psychological aspects of the store. 
A store’s physical environment is a combination of the tangible elements of both exterior 
attributes such as signage, parking, landscape and interior attributes such as design, layout, 
equipment, décor and fixtures assembled for the convenience and comfort for the customers 
and retailer (Lewison 1997, Zeithaml and Bitner 1996). On the other hand, the psychological 
environment of the store is the perceived atmospheric setting that the retailer creates in the 
customers’ minds.
The physical environment of the retail store affects the store image, which is the store’s 
personality and refers to how customers perceive the retailer. Martineau (1958) explains the 
store image as the way in which a store is defined in the shopper’s mind, both by its 
functional qualities and by an impression of psychological attributes. A very positive image 
may protect the company in the customers’ mind by serving as a buffer against the quality 
shortcomings or poor service that may sometimes occur. Therefore, a strong positive image 
serves to differentiate the retailer from the competitors (Berman and Evans 2001, Lewison 
1997, Zeithaml and Bitner 1996). Berman and Evans (2001) argue that the overall image of a 
retailer is formed by numerous factors including store atmosphere which is the basis of this 
study. These factors are:
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> characteristics of the target market;
> retail positioning and reputation of the firm;
> customer service;
> store location and geographic coverage;
> merchandise assortment;
> fashionability and quality;
> price levels;
> shopping experiences;
> community service;
> mass advertising and public relations,
> type and extent of personal selling;
> sales promotion;
> atmosphere.
2.3 S to r e  A tm o s p h e r e
Ghosh (1994) defines retail atmosphere as “the psychological effect or feeling created by a 
store’s design and physical surroundings” (p.521), vyhile Kotler (1973-74, p.50) uses the term 
atmospherics for retail atmosphere and defines it as “the effort to design buying environments 
to produce specific emotional effects in the buyer that enhance his purchase probability”. 
Greenland and McGoldrick (1994) define atmospherics, in a broader way, as the modification 
of the designed environment to increase the probability of desired outcomes.
The model proposed by Berman and Evans (2001) divides the store atmosphere into four key 
elements which are exterior, general interior, store layout and displays. A detailed breakdown 
of these elements is shown in figure 2.2.
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Exterior
General Interior
Store Layout
Interior (point-of- 
purchase) displays
• Storefront • Visibility
• Marquee • Uniqueness
• Entrances • Surrounding stores
• Display Windows • Surrounding area
• Height of Building • Parking
• Size of Building • Congestion
• Flooring • Vertical Transportation
• Colors • Dead areas
• Lighting • Personnel
* Scents, sounds • Self-service
• Fixtures • Merchandise
• Wall textures • Prices (levels and displays)
• Temperature • Cash register placement
• Width of aisles • Technology/Modernization
• Dressing facilities • Cleanhness
• Allocation of floor • Space/merchadise category
space for selling, • Department locations
merchandise, personnel • Arrangements within
and customers departments
• Product Groupings
• Traffic Flow
• Assortment •  Cut cases and dump bins
• Theme-setting • Posters, signs and cards
• Ensemble • Mobiles
• Racks and cases • Electronic
Figure 2.2: The Elements o f  Store Atmosphere (Source: Berman and Evans, 2001)
2.3 .1 E le m e n t s  o f  S to r e  A  t m o s p h e r e  -  Ex t e r io r
The external environment of the store includes the storefront, exhibition area, entrances, 
display windows, building architecture, the surrounding area and parking. Studies examining 
the impact of the exterior of the store on buying behaviour found that they influence the 
behaviour of retail customers (Turley and Milliman, 2000). Since the exterior of the store is 
the first set of cues seen by a consumer, it has to be designed in a way to create approach 
behaviours.
11
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2 .3 .2  E l e m e n t s  o f  S t o r e  A t m o s p h e r e - G e n e r a l  In t e r io r
General interior of the store includes flooring, lighting, scents, sounds, temperature, 
cleanliness, wall texture and colour usage. Lewison (1997) proposes that an attractive 
shopping atmosphere uses cues that appeal to consumer’s senses of sight, hearing, smell, 
touch and taste. Kotler (1973-74), explains that the atmosphere is apprehended through the 
sense and the main sensory channels are sight, sound, scent and touch. These sensory 
channels apprehend visual dimensions such as colour, brightness, size, shapes; aural 
dimensions such as volume, pitch; olfactory dimensions such as scent and freshness; tactile 
dimensions such as softness, smoothness and temperature.
Visual elements are most important factors by which the retailers can attract customers 
because the sense of sight provides people with more information than any other sensory 
mode. The sense of sight conveys approximately 80 per cent of all the information we receive 
about our environment (Jones, 1989). Size, shape, colour and brightness are primary visual 
stimuli that have important effect on perceptions, since the features including colour and 
condition of the ceiling and walls, the overall layout of the shop and the lighting create an 
overall immediate visual impression. Lighting is a very important factor to create the intended 
atmosphere and is used to highlight merchandise, sculpt space and capture a mood or feeling 
that enhances the store’s image. Levy and Weitz (1995) propose that a good lighting system 
helps to create a sense of excitement in the store. Since the colour makes the first impression 
on the customer, colour coordination is necessary for an eye catching presentation. It is a key 
stimulator to buy, because it catches and keeps the customers attention on the product 
(Lewison 1997, Pintel and Diamond 1991). As mentioned by Levy and Weitz (1995), 
research shows that in retail store environment warm colours attract customers’ attention but 
they can also be distracting and unpleasant. In contrast, cool colours like blue or green are
12
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found to be relaxing, peaceful, calm and pleasant. Therefore, cool colours may be effective 
for retailers selling anxiety using products whereas warm colours in stores that want to 
generate excitement. Colour is found to influence purchasing rates, time spent in the store 
(Belizzi and Hite, 1992), pleasant feelings (Belizzi and Hite 1992, Crowley 1993), arousal 
(Crowley, 1993), and the ability to attract a customer towards a retail display (Belizzi et al., 
1983).
Size of a store can create the feeling of relative importance, success, strength, power and 
security. Large stores are preferred because of the prestigious image and the offer of fixing or 
changing faulty merchandise, whereas smaller stores are preferred because of the personal and 
friendly atmosphere (Lewison, 1997).
Shapes in store layouts and displays arouse certain emotions in buyers. As suggested by Mills 
and Paul (1982), vertical lines express strength and stability whereas horizontal lines promote 
a feeling of relaxation, diagonal lines represent movement and curved lines evoke a feminine 
atmosphere and add a flowing movement that directs the eye to a display or department.
The sound in the store can create either a pleasurable or annoying atmosphere; this is also 
related to different tastes in music (Jones, 1989). Sound can be used for different aims, such 
as mood setter, attention getter and informer. Studies show that different types of music create 
different moods. As an attention getter the sound may be used to attract customers to a 
particular department. The informer fimction is also important since the retailer has to inform 
customers. Studies, examining the influence of music on shopping behaviour, show that it has 
an important effect on sales, arousal, actual time and perceptions of time spent, in-store traffic 
flow, and the perception of visual stimuli in the retail store (Turley and Milliman, 2000).
13
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Ambient scent, when it is evaluated as pleasant is found to increase attention and memory and 
improve evaluations of unfamiliar products (Morrin and Ratneshwar 2000, Spangenberg et al. 
1996). Studies examining the effects of scent on consumer behaviour suggest that scent can 
influence sales, processing time, variety seeking behaviour, and perceived time spent in a 
store (Hirsch 1995, Mitchell et al. 1995, Spangenberg et al. 1996).
The fourth sensory channel, touch is also an essential factor to create an attractive 
atmosphere. When a customer touches and handles a product, he is more likely to buy it, 
therefore store layouts, fixtures and displays need to encourage customers to touch and feel 
the product (Jones 1989, Lewison 1997). Especially in clothing sales, the feeling of the fabric 
is very important. Customers’ attitudes towards the store can also be influenced by the 
temperature, since they may feel uncomfortable in the store is cold in winter and hot in 
summer (Berman and Evans, 2001). Therefore, a good air-conditioned store will keep 
customers browsing and shopping in the store for a long time on a hot summer day.
Kotler (1973-74), excludes the fifth sensory channel which is taste, saying that the atmosphere 
can not be tasted even if certain artefacts in an atmosphere can activate remembered tastes. 
However, today’s retailers are appealing to customers’ taste sense by offering free product 
testing which leads to increase sales and also adds to the shopping trip an enjoyable 
experience.
2 .3 .3  E l e m e n t s  o f  S to r e  A t m o s p h e r e - S t o r e  La y o u t
Store layout includes fixtures, allocation of floor space, arrangement within departments, 
product groupings, traffic flow and department locations. Details about this element of store 
atmosphere are explained in chapter 2.4.
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2 .3 .4  E l e m e n t s  o f  S t o r e  A t m o s p h e r e - I n t e r io r  D is p l a y s
Interior display is an important element of store atmosphere which can significantly influence 
sales (Turley and Milliman, 2000) and includes product displays, assortment, posters, signs, 
cards, racks and cases. As a result of a study done by Gagnon and Osterhaus (1985) it is 
reported that a point of purchase display increased sales of a lotion 388% in supermarkets and 
107% in pharmacies.
2.4. S to r e  La y o u t
Store layout, is the spatial relationship between selling and non selling departments, aisles, 
fixtures, display facilities, equipment and fixed elements of the structure (Davidson et al. 
1988, Ghosh 1994).
According to Gilbert (1999), the store is a product in its own right. Since the customer’s 
product decisions can be enhanced, or ruined, by the type of planned store layout, stores 
should be designed to facihtate the movement of customers, to create a planned store 
experience and to allow the optimum presentation of merchandise.
In a study done by Hansen and Deutscher (1977-78), ease of finding the products and moving 
around the store were ranked among top ten attributes in grocery store selection. These 
attributes are illustrated in table 2.1. Ease of finding products was ranked as the third after 
dependable products and store cleanliness whereas ease of moving through the store was the 
ninth attribute. This finding shows that customers want to find the products easily and move 
through the store without any difficulty which may be provided by an effective store layout.
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1 Dependable Products
2 Store is clean
3 Easy to find items you want
4 Fast check out
5 High-quality products
6 High vaiue for the money
7 Fully Stocked
8 Helpful Personnel
9 Easy to move through store
10 Adequate number of store personnel
Table 2.1: Top ten Attributes in Grocery Store Selection (Source: Hansen and Deutscher, 1977-78)
There are a number of factors that need to be taken into consideration while designing the 
store layout, because a careful design of the store layout can help the retailer to use 
successfully the available space and also manipulate traffic flow within the store to maximize 
exposure to the merchandise. These factors are (Gilbert 1999, Ghosh 1994, Levy and Weitz 
1995, Lewison 1997, McGoldrick 1990);
> all space must be used effectively, with territorial areas planned to divide the store 
into logical sales sections and functional areas;
> the layout should be planned to encourage customers to circulate in specific 
patterns and lead them to visit as many merchandise areas as possible;
> the layout should facilitate planned purchases as well as stimulate unplanned and 
impulse purchases;
> additionally, the overall aesthetics of the layout and its impact on the store’s image 
has to be taken into consideration.
Barr and Broudy (1986), propose that hundred percent of the allocated space needs to be used 
and function and aesthetics have to be combined while designing the layout of retail sales 
floor. They suggest six basic plans for store layout; these are straight plan, pathway plan, 
diagonal plan, curved plan, varied plan and geometric plan.
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□
Figure 2.3: Straight Plan (Source: Barr and Broudy, 1986)
The straight plan is a standard form of layout that utilizes walls and shelves to create smaller 
spaces. It is economical, pulls customers to the back of the store and can be adapted to any 
type of store.
Figure 2.4: The Pathway Plan (Source: Barr and Broudy, 1986)
The pathway plan gets customers from the front to the rear of the store without being 
interrupted by floor fixtures, minimizes the cluttered feeling which tends to discourage or 
disturb customers. This plan also focuses the customers’ attention on other merchandise on 
the path and is recommended for apparel stores.
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Figure 2.5: The Diagonal Plan (Source: Barr and Broudy, 1986)
Diagonal plan is best suited to self service stores. The cashier is placed in a central location, 
with sight lines to all areas of the space and this type of location permits security and vision. 
This pattern invites movement and circulation by permitting angular traffic flow.
Figure 2.6: The Curved Plan (Source: Barr and Broudy, 1986)
Curved plan creates an inviting, special environment for the customer in boutiques, saloons or 
other high quality stores. However it costs more to construct than angular or square plans.
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Figure 2.7: The Varied Plan (Source: Barr and Broudy, 1986)
The varied plan is highly functional for products that require back-up merchandise to be 
immediately adjacent. It is a variation of the straight plan with sufficient square footage 
allowed for box or carton storage of the main sales floor with perimeter wall stocking.
W ÊÊim
Figure 2.8: The Geometric Plan (Source: Barr and Broudy, 1986)
The geometric plan is the allocation of showcases, racks or gondolas in different forms. This 
plan can create interest without additional cost if the store’s product allows it. Since the 
geometric plan comfortably allows for fitting rooms without wasting square footage, is 
suitable for apparel stores.
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Figure 2.9: Y, S  and Q Layouts (Source: Lewison, 1997)
Lewison (1997) gives examples of Y, S and Q shaped layouts. Y-plan, allows easy and direct 
access to the rear of the store and creates an efficient layout that divides the store into three 
areas. An exciting and interesting environment can be created through the use of angular 
fixtures and geometric patterns. S-plan, is pathway layout that guides customers from the 
front to the rear of the store. It provides an uninterrupted flow of traffic that exposes the 
shopper to most of the store’s merchandise areas and is very adaptable to various store sizes 
and shapes and for various retailing formats. Q-plan (circular or race track layout), draws the 
customer throughout the entire store. Customers are encouraged to complete the entire circuit, 
with the result being easy traffic flow and total product exposure.
The choice of store layout is generally determined by market positioning, merchandise type, 
size of store, cost and security concerns. The general plans proposed by Barr and Broudy 
(1986) and Lewison (1997) are detailed presentation of allocation methods of fixtures, aisles, 
selling and non-selling areas. The most commonly used three basic layout patterns are: the 
grid, free-form and race track layouts (Berman and Evans 2001, Brittain and Cox 1993, 
Ghosh 1994, Hasty 1983, Levy and Weitz 1995, Lewison 1997, McGoldrick 1990).
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2.4 .1  G rid  L a y o u t
Grid layout is characterized by long lines of parallel fixtures, with straight aisles. This layout 
represents a formal arrangement in which the size and shape of display areas and the length 
and the width of the traffic aisles are quite similar all over the store (Lewison, 1997) and the 
checkout counters are located at one end of the store near the exit and entrance (Ghosh, 1994). 
In grid layout, products are placed in long aisles and gondolas which are distributed in a 
repetitive way. Figure 2.10 shows use of grid layout in a supermarket.
Grid layout provides advantages for both customers and retailers. At the customer side it 
simplifies shopping by creating clear and distinct traffic aisles, helps to develop the image of 
a clean and efficient shopping atmosphere. In a grid layout store regular customers can 
develop routine patterns of movement through the store so they can shop quickly (Ghosh 
1994, Lewison 1997). At the retailer side, grid layout allows the most efficient use of selling 
space among the three layout patterns and more efficient operations by simplifying the 
stocking, marking and housekeeping tasks and reduces some of the problems involved with 
inventory and security control (Berman and Evans 2001, Lewison 1997). The amount of 
merchandise on the sales floor can be significantly higher than in other layouts because of the 
use of long gondolas that have multiple shelf levels (Levy and Weitz, 1995). Additionally, it 
provides savings in costs because of the possibility of standardizing construction and fixture 
requirements (Davidson et al. 1988, Hasty 1983).
However, the regularity of the grid pattern rushes the shopper, reduces browsing and 
discourages impulse buying (Ghosh 1994, Lewison 1997). Furthermore, customers have to 
walk until the end of the aisle to pass to another aisle and this feature may create a boring 
effect (McGoldrick, 1990). Since the grid layout creates an impersonal shopping atmosphere, 
it is not appropriate for specialty goods retailers and is predominantly used by supermarkets,
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convenience, variety and discount stores, especially where it is desired to communicate the 
image of cheapness (Berman and Evans 2001, Lewison 1997).
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Paper plates & cups Crackei-s
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Figure 2.10: Use o f  Grid Layout in a Supermarket (Source: Berman and Evans, 2001)
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2. 4.2 F r e e  -  F o r m  La y o u t
In the free-form layout the fixtures are arranged in more irregular patterns and customers have 
more freedom to move in any direction between them. It reduces to a minimum the structural 
elements that form the fixed shell of the building, such as columns and fixed partitions. 
Counters are arranged to give maximum visual interest and customer attention to each 
merchandise department (Hasty, 1983).
In contrast to the regularity of grid layout, the free-form layout avoids uniformity and 
provides irregularity by arranging fixtures and aisles asymmetrically in a free flowing pattern 
(Ghosh 1994, Levy and Weitz 1995, Lewison 1997). This arrangement consists of a series of 
circular, octagonal, oval or U-shaped fixture patterns that allow free movement of customer 
traffic (Davidson et al. 1988, Ghosh 1994)
Free-form layout, used by specialty stores, department stores and boutiques, creates a pleasant 
atmosphere, encourages customers to browse and allows more creativity in visual display that 
encourages impulse purchasing and cross selling across departments. Customer exposure to 
merchandise is increased by eliminating straight aisles and by providing incentive for circular 
routes of customer movement. The flexibility of this layout allows expansion or reduction of 
the sizes of departments by inserting or removing fixtures without altering the general pattern 
(Ghosh 1994, Davidson et al. 1988). Moreover, departments are clearly noticed because of 
their distinctive size and shape (Davidson et al., 1988).
However, this layout has also disadvantages such as, increased costs of display and fixtures, 
high labour requirements, additional inventory and security problems, and the wasted selling 
space (Ghosh 1994, Lewison 1997). Personal selling is more important in a free-form layout 
store, because the customers are not naturally moving around the store as they are in the grid
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and race track layouts and also theft is higher than it is in grid layout stores since sales 
personnel can not easily watch the neighbouring department (Levy and Weitz, 1995).
Consequently, fi-ee-form layout creates a store atmosphere where customers feel comfortable 
as they are at home. Therefore a carefully designed free-form layout can help to offset the 
increased costs by increased sales and profit (Levy and Weitz, 1995). However, McGoldrick 
(1990) indicates that this layout can create the effect of confusion if it is not designed 
properly. The use of free-form layout in a department store and in a grocery store is presented 
respeetively in figures 2.11 and 2.12.
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Figure 2.11: Use ofFree-Form Layout in a Department Store (Source: Berman and Evans, 2001)
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Figure 2.12: Use ofFree-Form Layout in a Grocery Store (Source: Lewison, 1997)
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2. 4.3  R a c e  Tr a c k  La y o u t  (L o o p  P a tter n )
Racetrack layout is also known as loop pattern and is a variation of free-form layout. A race­
track shaped pathway runs around the shopping floor and all departments have frontage onto 
this loop. The loop directs the flow of customers through the entire store, exposing them to all 
the departments. Lewison (1997) claims that, by using displays and fixtures appropriate to a 
particular shopping theme, the retailer can create an unusual and interesting shopping 
experience which encourages browsing and impulse purchasing.
Boutiques, which are basically separate stores within the main store featuring merchandise 
from a single designer or targeting specific market segments are accessed by the help of the 
major aisle looping through the store (Ghosh 1994, McGoldrick 1990).
Lewison (1997) states that race-track layout has similar advantages and disadvantages to free­
form layout. However, this layout has some superior features to grid layout. In the grid design 
customers look down one aisle whereas in the racetrack layout customers’ eyes are forced to 
take different viewing angles while they go around the racetrack and also their exposure to 
merchandise is increased in race track layout (Levy and Weitz, 1995). Additionally, the 
boutiques within the racetrack provide an interesting shopping experience by having unique 
environments that complement the merchandise and provide an element of privacy that is not 
possible in the grid layout. Consequently, this layout is appropriate to encourage shoppers to 
move throughout the store and visit more departments in comparison to other alternative store 
layouts.
Race track layout has the advantages of flexibility, increased customer exposure to 
merchandise, incentive for customers to move through departments, and clearly recognizable 
individual departments (Davidson et al. 1988, Ghosh 1994). The use of race track layout is 
shown in figure 2.13.
26
The In flu en c e  of Store La y o u t  o n  Co n su m er  B u y in g  B eh a v io u r
Men's
clothing Men's
clothing
Juniors Shirt
shop
Basics
Shrt
shop I
Shoos
Fumishings
Women's Men'sWomen's
Juniors
 ^ Petites Gifts ' SeasonalWomen's
Seasonal
Hosery Handbags Rockers
SeasonalParking
entry Tradition!
Casual sports
H unt
Club
Accessories Jewelry Seasonal Updated
Dockers
Updated
sportsvrear
Jacqueline__
I Ferrar [
Fernand Aubry Top shop H arve  i 
Bernard] Young
Traditional 
sportswear 
H unt Club
Cosmet'cs Suits
D resses. .
Mall entry
Figure 2.13 :J.C. Penney Race Track Layout at NorthPark Center in Dallas (Source: Levy and Weitz,
In recent years, retailers have begun to use different variations of these three basic layouts to 
increase the flow of customer traffic and visual impact (Ghosh, 1994). Many supermarkets 
started to use a combination of grid layout and free-form layout and break the monotony of 
parallel aisles by organizing special sections including items such as cheese, baked goods, and 
fresh fish in separate areas. According to Ghosh (1994), this separation gives these 
departments special importance in the store and helps to attract customers.
2 .5  C o n c lu s io n
Store layout is an element of store atmosphere which is an important component of the 
physical store environment. Depending on the aim of use, each type of layout described in this 
chapter provides advantages and disadvantages for both customers and retailers.
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Grid layout, mostly used in supermarkets, communicates an image of cheapness whereas free­
form and race track layouts provide a higher quality image. Grid layout offers easy and quick 
shopping especially for regular customers, but the regularity of this pattern rushes the shopper 
and reduces browsing. On the other hand, free-form layout and race track layout encourage 
customers to browse and make impulse purchases, by avoiding uniformity and allowing 
customers to freely move around the store. In contrast to the impersonal shopping atmosphere 
of grid layout, free-form layout creates a pleasant atmosphere where customers feel 
comfortable and like to spend both time and money. In race track and free-form layouts 
customer exposure to merchandise is higher than in grid layout where customers have to walk 
until the end of one aisle to pass to another aisle.
Retailers which run grid layout stores profit from economies of scale since it allows the most 
efficient use of selling space among the three layout patterns and more efficient operations by 
simplifying the stocking, marking and housekeeping tasks and reduces some of the problems 
involved with inventory and security control. On the other hand, in free-form and race track 
layouts retailers need to handle high costs of display and fixtures, wasted selling space, high 
labour requirements and additional inventory and security problems. However, a carefiilly 
designed free-form layout can help to offset the increased costs by increased sales and profit.
The literature about store layout and types of store layout does not show any experimental 
research, the experimental studies are mainly based on the store atmosphere in general or 
other elements of store atmosphere except store layout. The review of researches on store 
atmosphere and consumer behaviour is done in the next chapter.
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Chapter  3
L it e r a t u r e  R e v ie w ! ! -  C o n s u m e r  B e h a v io u r
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3.1 In tr o d u c t io n
The amount of time a shopper spends in a store is a very important factor in determining how 
much she or he will buy. According to Underhill (2000), studies done by Envirosell show that 
the amount of money spent in the store is directly related with length of time stayed in the 
store. Hence it was found that in some stores, buyers spend three or four times as much as 
time as non-buyers. Additionally, Lewison (1997) suggests that pleasure generated by store 
environments, is a strong reason for, why consumers spend extra time in the store and spend 
more money than intended.
This chapter mainly deals with consumer behaviour. After the analysis of how consumers 
make their buying decisions, the chapter focuses on consumer behaviour in an environment 
by analysing theories proposed by KotIer(1973-74), Mehrabian and Russell(1974), Donovan 
and Rossiter (1982) and Bitner (1992). Consequently, referencing these theories a new model 
based on store layout and consumer behaviour is formulated and hypotheses are proposed.
3 .2  C o n s u m e r  D e c is io n  Ma k in g
Store environment has an important effect on consumer buying decision. The buying decision 
process may start inside or outside of the store, but the stores’ physical and psychological 
environment is a powerful factor in leading the customer to purchase. The consumer decision 
making process is generally divided into five steps: problem or need recognition; information 
search; evaluation of alternatives; product choice and purchase decision and post-purchase 
behaviour (Assael 1992, Berman and Evans 2001, Engel et al. 1986, Kotler 1997, Levy and 
Weitz 1995, Solomon et al. 1999).
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Problem Information Evaluation of Purchase Postpurchase
Recognition Search alternatives Decision Behaviour
Figure 3.1: Five-Stage Model o f  the Consumer Buying Process (Source: Kotler, 1997)
The buying process begins when a person recognizes that there is a significant difference 
between his or her current state and the ideal state. This recognition creates the functional or 
psychological needs that motivate customers to visit stores and buy products. Functional 
needs are directly related to the performance of the product whereas psychological needs are 
related to the personal satisfaction customers get from buying a product.
After recognizing a need, customers start to search for information about the retailer and 
products which may satisfy their needs. During the search process there are two sources of 
information: the first one is an internal source which contains prior experiences, names and 
images of different stores, the other one is the external source including family and friends. 
Customers collect information from sources, review them and evaluate the alternatives, select 
the one that best satisfies their needs and give the buying decision. After purchasing the 
product the customer uses and evaluates the experience to determine whether it was 
satisfactory or unsatisfactory. Consequently the store image, in store experience, store 
atmosphere and post purchase evaluation become part of the customer’s internal information 
source that affects future store and product decisions and for this reason unsatisfactory 
experiences can cause customers not to patronize that retailer (Levy and Weitz, 1995).
There are three types of decision making process (Engel et al. 1986, Solomon et al. 1999). 
Extended decision making occurs when the customer does not have information about the 
product and the perceived risk is high. Therefore the customer uses the whole decision 
making process. In limited decision making customers do not spend a lot of time on each step 
since the customer has some experience with the product and the store. In routine or habitual
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decision making purchase decisions are made out of habit, without using each step of the 
decision making process.
Habitual decision making occurs especially during grocery shopping, where the customers 
want to spend little time on shopping and usually buy the same products from the same 
retailers and problem awareness leads to purchase by skipping other steps since there is little 
risk because of consumer experience. Therefore, retailer’s offers are very significant in 
persuading customers.
There is another type of decision making which does not fit any of the described types and 
starts with problem recognition and directly ends with the buying process. This is called 
impulse purchasing and occurs when customers buy products they had not planned on buying 
before entering the store (Berman and Evans 2001, Levy and Weitz 1995, Solomon et al. 
1999). For this reason, many supermarkets install wider aisles to encourage browsing and 
place impulse purchase items on easily seen shelves or near checkouts. Studies done on 
grocery industry, by Envirosell (Underhill, 2000), show that more than 50 percent of the 
products bought in the supermarkets were impulse purchases.
3.3 C o n s u m e r  B u y in g  B eha  v io u r  in  a n  E n v ir o n m e n t
Kotler (1973-74), explains the mechanism by which the atmosphere of a place affects buying 
behaviour by a causal chain. According to this chain, the merchandise is surrounded by the 
environment’s sensory qualities which may be found naturally in the environment or may be 
designed into the environment by the retailer. Buyer’s perception is subject to selective 
attention, distortion and retention which lead him to perceive only certain qualities of the 
environment. This perception can affect the person’s information and affective state which 
may increase his purchase probability.
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Figure 3.2: The Causal Chain Connecting Atmosphere and Purchase Probability, (Source: Kotler, 
7973-749
According to Kotler (1973-74), there is a need for situational factors such as motivational 
atmospheres to turn up the buying intentions. Atmosphere can influence buying behaviour in 
at least three ways. Colours, noises and motion create attention, the discriminative stimuli 
delivered by the atmosphere create message enabling buyers to recognize the differences of 
the retailer and colours, sounds and textures create affects by arousing instinctive reactions 
that increase purchase probability. Therefore, the atmosphere has the role of a very specific 
situational factor helping to convert behavioural intentions into actual buying behaviour.
3 .3 .1  M e h r a b ia n -R u s s e ll  M o d el
Mehrabian and Russell (1974) propose that the emotional state of the person is directly 
influenced by the environment’s physical or social stimuli, which also affect the person’s 
behaviours in the environment. This model which is called Stimulus-Organism-Response 
(SOR) paradigm has three components: a set of stimuli, a set of responses or outcomes and a
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set of variables that intervene between stimuli and outcomes. Stimuli, organism and responses 
are described by Hofftnan and Bateson (1997) as following: Stimuli, are the various elements 
of the firm’s physical evidence, while organism is the recipient of the set of stimuli in the 
service environment and includes employees and customers. Responses are behaviours of 
customers who receive the stimuli.
When this model is applied in the retail store context, the different aspects of the store’s 
design and layout such as exterior and interior designs, merchandise presentation, colours, 
lighting, music make up the stimulus set. These elements of the stimulus set were explained in 
the second chapter of this dissertation. The model suggests that shoppers’ responses to these 
stimuli can be characterized as approach or avoidance behaviours.
r
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Pleasure 
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Dominance
Approach or 
Avoidance 
Behaviours
Figure 3.3: Three Components o f  the SOR Model, (Source: Donovan & Rossiter, 1982)
Donovan and Rossiter (1982) describe approach behaviour as a desire to physically stay in the 
environment, a desire to look around and explore the environment, willingness to 
communicate with others in the environment and the degree of enhancement of performance 
and satisfaction with the performance. Avoidance behaviour is explained, by the same 
authors, as a desire to get out of the environment, a tendency to remain inanimate in the 
environment, a tendency to avoid interacting with others and the degree of hindrance of 
performance and satisfaction with the performance.
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Yalch and Spangenberg (2000) describe approach and avoidance behaviours in retail stores, in 
four ways. These four categories which are based on the type of behaviour are classified as 
time, exploration, communication and satisfaction. Time relates to the first definition of 
Donovan and Rossiter (1982), which can be explained as the decision to shop or not to shop at 
the store. According to Yalch and Spangenberg (2000) it also might relate to the length of 
time spent in the store and store patronage intentions. Apparently, attractive store 
environments increase in-store traffic and encourage customers to stay in the store.
Exploration can be related to in-store search and exposure to a broad or narrow range of retail 
offerings. Yalch and Spangenberg (2000) suggest that hidden sale displays might encourage 
shoppers to explore the entire store.
Communication concerns the desire to communicate with others in the store or to ignore the 
attempt of sales personnel to communicate with customers. This is an important point for 
retailers since the customers must rely on the sales staff to describe and explain the items in 
the store.
Satisfaction relates to the ability of customers to locate what they want, to purchase the item 
with a minimal wait in line, to transport easily the item fi*om the store to their car, to repeat 
shopping frequency, reinforcement of time and money expenditures in the store (Donovan and 
Rossiter 1982, Ghosh 1994, Yalch and Spangenberg 2000).
As indicated by Mehrabian and Russell (1974), approach-avoidance behaviours in 
environmental situations are mediated by three basic emotional states, which are pleasure- 
displeasure, arousal-nonarousal, dominance-submissiveness. (Pleasure, Arousal and 
Dominance emotional states are named together as PAD). The pleasure-displeasure is the 
emotional state that reflects the degree to which the customer feels good, joyful, happy or
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satisfied in the store; arousal-nonarousal emotional state refers to the degree to which person 
feels excited, stimulated, alert, or active in the store; and dominance-submissiveness is the 
emotional state that refers to the extent to which the shopper feels in control of, or free to act 
in the store environment (Ghosh 1994, Donovan and Rossiter 1982). Stronger feelings of 
pleasure and arousal make the shopper’s attitude towards the store more positive. On the other 
hand, an atmosphere that creates a submissive emotional state leads to avoidance behaviour 
(Ghosh, 1994).
Donovan and Rossiter (1982), criticise the Mehrabian-Russell (1974) model saying that it is 
particularly strong in the intervening variable and response areas, but does not explain the 
stimulus taxonomy. However, they suggest that after setting a predictable link between 
intervening variables and response taxonomy, it is an issue of experimental research in retail 
settings to determine the stimulus variations that produce changes in the intervening variables 
and in behaviour. It is also suggested that, on the practical side, the retailer is able to 
manipulate in-store stimuli systematically and, via simultaneous measurement of the 
intervening variables, to predict the probable behavioural consequences of such variations 
(Donovan and Rossiter, 1982).
Another criticism of the Mehrabian-Russell (1974) model came from Russell and Pratt 
(1980), who proposed the deletion of the dominance dimension. They argue that dominance 
requires a cognitive interpretation by the person and is therefore not totally applicable in 
situations calling for affective responses. According to Russell and Pratt’s (1980) finding two 
orthogonal dimensions of pleasure and arousal (pleasant-unpleasant, arousing-sleepy) were 
adequate to represent people’s emotional or affective responses to the environment.
Donovan and Rossiter (1982) have analysed the extent to which subjects’ approach-avoidance 
responses could be predicted from their reported emotional states (pleasure, arousal.
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dominance) in various retail environments and found that the PAD emotional states correlate 
strongly with some approach-avoidance intentions in retail stores. Their study suggests that 
store-induced pleasure is a very powerful determinant of approach-avoidance behaviours 
within the store, including spending behaviour and that arousal can increase time spent in the 
store and also willingness to interact with sales personnel. Pleasure was found to be a 
significant predictor in the PAD equation with the equation itself accounting for a substantial 
44% of the variation in the intended approach-avoidance behaviours in retail stores. 
Additionally, dominance was noticed not to relate to any of the approach-avoidance measures. 
Consequently Donovan and Rossiter’s (1982) findings support Russell and Pratt’s (1980) 
suggestions about dominance measure which is found not to relate well to in-store behaviour. 
On the other hand, Babin and Darden (1995), propose that even if the findings regarding 
dominance are not very clear, they are of a key interest to retail practitioners because of the 
close link between store layout and control of shopper movement through a store.
3 .3 .2  B itn e r 's  F ra m e w o rk
Bitner (1992) explains an appropriate taxonomy of a service’s physical environment which 
was missing in the Mehrabian-Russell’s (1974) model. Bitner’s (1992) fi*amework suggests 
that the service environment consists of three composite dimensions;
- ambient conditions;
- spatial layout and functionality;
- signage, artifacts and symbols.
Ambient conditions which affect the five senses include background characteristics of the 
environment such as temperature, lighting, noise, music and scent. Spatial layout includes the 
ways in which machinery, equipment and furnishings are arranged, the size and shape of
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those items, and the spatial relationships among them, whereas functionality refers to the 
ability of the same items to facilitate performance and the accomplishment of goals. Signage, 
artifacts and symbols consist of elements in the environment, which communicate the setting 
to the consumer.
Bitner (1992), defines all the aspects of the organisation’s physical facility as the servicescape 
and his framework proposes that the servicescape influences both consumer and employee 
responses cognitively, emotionally and physiologically, moderated by personal and situational 
factors such as mood and expectations. According to this model, cognitive, emotional and 
psychological internal responses to the environment influence the approach-avoidance 
behaviours of customers and employees in the servicescape and affect their social interactions 
with each other.
Milliman and Turley (2000), proposed a model which combines Mehrabian and Russell’s 
(1974) Stimulus-Organism-Response model, Bitner’s (1992) framework and Berman and 
Evans (2001) model of atmospheric variables. Stimulus part is formed by adding human 
variables to the four elements of atmospheric stimuli (exterior, general interior, store layout 
and interior displays) proposed by Berman and Evans (2001). In this model, the organism part 
includes both employees and customers as in the Bitner’s (1992) model and the responses are 
approach or avoidance as proposed by Mehrabian and Russell (1974).
3 .3 .3  P r e v io u s  S tu d ie s  o n  S to r e  E n v ir o n m e n t  a n d  C o n s u m e r  
B e h a v io u r
A review of the literature shows that researchers refer to the Mehrabian-Russell (1974) model 
to explain consumers’ behaviour in an environment (Ang and Leong 1997, Bitner 1992,
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Ghosh 1994, Donovan and Rossiter 1982, Donovan et al 1994, Milliman and Turley 2000, 
Morrin and Ratneshwar 2000, Spies et al. 1996).
Yalch and Spangenberg (2000), studied the effects of music in a retail setting on real and 
perceived shopping times using pleasure, arousal and dominance as non verbal responses and 
time, exploration, communication and satisfaction as shopping behaviours. The results show 
that customers reported greater pleasure and dominance when listening to unfamiliar music 
compared with familiar music and greater arousal when listening to the familiar music 
compared with unfamiliar music.
Morrin and Ratneshwar (2000), in their study of the impact of ambient scent on evaluation, 
attention and memory for familiar and unfamiliar brands found that the ambient odour did not 
affect subjects’ pleasure or arousal levels.
Bateson and Hui (1987), studied the crowding in the service experience by using dominance, 
arousal, pleasure, personal control, crowding and retail store as independent variables and 
approach-avoidance behaviours as dependent variables. The results show that crowding was 
perceived as an unpleasant experience in retail environment, dominance was positively 
correlated with pleasure, personal control was negatively correlated with crowding and 
arousal was uncorrelated with any other variable.
Donovan et al. (1994), in their study of the influence of store atmosphere on purchasing 
behaviour found that pleasure was significantly related with both extra time spent in the store 
and unplanned spending in pleasant environments but not in unpleasant environments whereas 
arousal was not significant in pleasant environments.
Donovan and Rossiter (1982) and Mehrabian and Russell (1974) studies show that people 
prefer to spend time and money in environments that ehcit feelings of pleasure and avoid
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unpleasant environments and also arousing environments create positive feelings unless the 
excitement is combined with unpleasantness. Therefore, unpleasant environments which are 
also highly arousing because of noise, confiision or a lot of stimulation are avoided.
In a study done by Obermiller and Bitner (1984) respondents who are shown retail products in 
an emotionally pleasing environment evaluated them more positively then others who 
evaluated them in an unpleasing environment. Therefore, perceptions of the servicescape 
appear to have influenced seemingly unrelated feelings about the products.
In environmental psychology the most important role of a space is its ability to facilitate the 
goals of its occupants (Canter, 1983). In a retail store, the goal of the shopper is convenience, 
which consists of availability of quick moving in the store and finding the merchandise they 
seek easily. Therefore, store layout is one of the important design cues that may influence 
customers’ expectations or their efficient movement through a store.
Ang and Leong (1997) studied the influence of pleasure and arousal on layout and signage 
effects in bank settings. Their study showed that differences in emotional responses between 
the good and poor servicescapes may be related to the pleasure emotion and also good 
servicescape generated more approach behaviour for the less customised service, whereas 
differences due to servicescape were not significant for the more customised service.
The studies on the effects of store knowledge and time pressure on unplanned purchasing 
show that unplanned purchases were higher in low knowledge and under no time pressure 
conditions (Iyer, 1989) and brand switching mainly occurred when store knowledge was low 
and subjects shopped under time pressure (Park et al., 1989)
Another study examining the effects of layout and design focused on the optimal use of a 
power aisle in a warehouse grocery store (Smith and Burns, 1996). This study shows that the
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merchandising policies used in the power aisle of a warehouse grocery store affect 
consumers’ perceptions of the prices of those products.
In conclusion, based on the previous studies it can be suggested that retailers have an 
enormous power to manipulate shopper behaviour. However, Babin and Darden’s (1995) 
study show that retail store atmosphere does not have the same effect on all consumers since 
environmentally induced effects change with consumers’ ability to organize their own 
behaviour. Green (1991) proposes that a visually stimulating store attracts extroverted 
shoppers whereas subdued and restrained store design attracts introverted shoppers. As 
explained at the beginning of the literature review in chapter II, the retailers need to take into 
consideration all the factors influencing consumer behaviour while designing the store layout.
3 .4  F o r m u l a tio n  o f  H y p o th e s is
3.4 .1  P r o p o s a l  o f  Th e  M o d e l
Customers’ final decision or behaviour in the retail store is determined by customer factors 
and store factors. On the customer side the familiarity with the store, customer’s involvement 
such as having planned what to buy, making unplanned purchases or time constraints and 
cultural, personal, social and psychological factors lead customers to show approach or 
avoidance behaviours. On the store side, the retailer has a big control on customers’ approach 
behaviour versus the store, by providing wide assortment and right merchandise at a 
reasonable price, by encouraging impulse purchase and using the store atmosphere to change 
customers’ feelings into pleasure, arousal and dominance which result in approach behaviour.
This study focuses on store layout which is an element of store atmosphere. Referring to 
Mehrabian -  Russell (1974) model, it can be proposed that the environmental stimulus which
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is store layout in this research, effects customers’ emotional states to feel pleasure, arousal 
and dominance. Consequently, these emotional states lead customers to have approach or 
avoidance behaviours to the store. This study covers also the analysis of pleasure, arousal and 
dominance feelings and approach behaviour in grid layout and free-form layout. Figure 3.4 
displays the proposed model.
Store Layout
(Independent Variable)
Grid Layout 
Racetrack Layout 
Free Form Layout
Customer
Approach or Avoidance 
Behaviours
(Dependent Variable)
3 .4 .2  H yp o th eses
Emotional States
(Intervening Variables)
Pleasure- Displeasure 
Arousal-Non Arousal 
Dominance- Submissiveness
Figure 3.4: The Proposed Model
Mehrabian and Russell (1974) propose that pleasure, arousal and dominance feelings caused 
by the environmental stimuli lead to approach or avoidance behaviours. Consequently, it can 
be proposed that the pleasure, arousal and dominance caused by the store layout would lead to 
approach behaviour.
HI; The pleasure, arousal and dominance caused by the store layout will significantly explain 
the variance in approach behaviour.
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Pleasure:
HP: The pleasure caused by store layout will significantly explain the variance in approach 
behaviour.
Arousal:
HP: The arousal caused by store layout will significantly explain the variance in approach 
behaviour.
Dominance:
HP: The dominance caused by store layout will significantly explain the variance in approach 
behaviour.
According to literature fi*ee-form layout encourages browsing, provides freedom to move 
around and a pleasant atmosphere where consumers feel comfortable as they are at home, 
whereas grid layout provides an impersonal shopping atmosphere which rushes the customer 
and reduces browsing. Therefore it can be proposed that customers shopping in a store having 
free-form layout will feel more pleasure and arousal than in a grid layout store.
H2: Customers shopping in a store having fi:ee-form layout will feel more pleasure than 
customers shopping in a store having grid layout.
H3; Customers shopping in a store having free-form layout will feel more arousal than 
customers shopping in a store having grid layout.
Lewison (1997) and Ghosh (1994) propose that in a grid layout store regular customers can 
develop routine patterns of movement through the store so they can shop quickly, whereas 
Levy and Weitz (1995) propose that in free-form layout, which leads customers to do 
unplanned purchases and spend more money in the store, the customers are not naturally
43
_______________________ The  In flu en c e  of S tore La y o u t  o n  Co n su m e r  B u y in g  B e h a v io u r
moving around the store as they are in the grid layout. These suggestions show that customers 
would feel more in control while shopping in a grid layout store. Therefore it can be proposed 
that the dominance felt by the consumers would be higher in grid layout than in free-form 
layout.
H4; Customers shopping in a store having grid layout will feel more dominance than 
customers shopping in a store having free-form layout.
In conclusion it may be proposed that because of the impersonal shopping atmosphere, the 
boring effect created by walking along the long aisles and the regularity that rushes the 
shopper, customers shopping in a grid layout may have avoidance behaviour more than 
approach behaviour. On the other hand, the pleasant atmosphere, creative visual displays, and 
freedom of moving in the store may lead to more approach behaviour than avoidance 
behaviour in free-form layout.
H5; Customers shopping in a store having free-form layout will have more approach 
behaviour towards the store than customers shopping in a store having grid layout.
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3.5 C o n c lu s io n
This chapter covers a review of the studies done on the interaction store environment focusing 
on store layout and consumer buying behaviour. The stimulus-organism- response model of 
Mehrabian - Russell (1974) forms a significant base to the following studies. The present 
study is also based on that model using the store layout as the stimulus; customers as 
organisms receiving the stimulus; pleasure, arousal and dominance emotional states as 
mediating variables and approach-avoidance behaviours as responses to the stimulus.
The hypotheses proposed in this chapter are presented in the fifth chapter, after the 
explanation of methodology in the fourth chapter.
45
The  In fl u e n c e  of Store  La y o u t  o n  Co n su m e r  B u y in g  B eh a v io u r
Chapter  4 
M e t h o d o l o g y
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4.1 In tro d u c tio n
The aim of this study is to identify the effects of store layout on consumer buying behaviour. 
The relationship between store layout and customers’ approach or avoidance behaviour, is 
analyzed by testing the hypotheses proposed in the previous chapter.
Since the relationship between the environment and the behaviour is complex, there are 
various appropriate methods for behavioural and environmental research (Bechtel et al., 
1987). As suggested by Bitner (1992), direct observation of environmental conditions and 
consumer behaviour may be the most appropriate method for researching the effect of facility 
layout options on consumer behaviour.
Observation method provides many advantages such as (Sekaran, 2000);
- data obtained through observation of the consumer behaviour in the environment are 
generally more reliable and free from respondent bias;
- it is easier to record the effects of environment on consumer behaviour and to observe 
a specific group from the population.
However, this method has also disadvantages which have prevented the application of 
observational techniques in this study. It requires the observer to be physically present or to 
use a camera to capture the events; therefore the data collection via observation methods is a 
slow, expensive and tiring process which may lead to biases in data (Sekaran, 2000). It is also 
necessary that subjects are unaware of the observer since people may change their behaviour 
if they are conscious of being observed (Aaker et al., 2001).
Experimental methods and surveys can also be suitable for measuring the impact of design 
dimensions on consumers and employees (Bitner, 1992). Bechtel et al. (1987) propose that
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some form of simulated environment such as verbal descriptions, photos/slides, scale models 
and videos can be used in experimental studies, since it is expensive to construct actual 
environments or not possible to take the subjects to the actual environment.
In this study, real and simulated environments and structured questionnaires were used to 
collect the data. Customers were intercepted at the exit of a grocery retailer and face-to-face 
interviews were conducted. Respondents were asked to answer questions thinking about either 
the visited store or one of the simulated stores, having grid or free-form layout, of which they 
were shown photos and plans.
4 .2  Sa m p l in g  D e s ig n
“Sampling is the process of selecting a sufficient number of elements from the population so 
that by studying the sample, and understanding the properties or the characteristics of the 
sample subjects, it would be possible to generalize the properties or characteristics to the 
population elements” (Sekaran, 2000, p. 267).
4 .2 .1  Sa m p l in g  M e t h o d
There are two main types of sampling design (Aaker et al. 2001, Sekaran 2000): probability 
sampling and non probability sampling. In probability sampling all the members of the 
population have a known chance of being in the sample, whereas in non probability sampling 
the subjects do not have a known or predetermined chance of being selected. Therefore the 
findings from the study using non probability sampling can not be confidentially generalised 
to the population. Convenience sampling which was employed in this study is a type of non­
probability sampling and is a quick and inexpensive way to obtain information by contacting 
the subjects that are convenient.
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In this study, respondents were intercepted at the exit of a grocery store in Woking and the 
questionnaire was selected randomly among three types of store layouts. The non probability- 
convenience sampling was used, because the respondents were customers who visited the 
grocery store where the data collection was done and conveniently available to provide the 
information.
4 . 2.2  Sa m p l in g  S iz e
Sample size is an important factor to establish the representativeness of the sample. While 
determining the sample size Roscoe’s (1969) rules of thumb are taken into consideration. 
Roscoe (1969) proposes that sample sizes larger than 30 and less than 500 are appropriate for 
most research and when samples are divided into subsamples minimum sample size for each 
category has to be at least 30. In this study total sample size is 120 including 40 samples for 
each type of layout. Roscoe (1969) also suggests that in multivariate research, the sample size 
should be at least 10 times as large as the number of variables is the study. The sample size of 
this study is suitable for regression analysis, since there are four variables (pleasure, arousal 
and dominance emotional states and approach behaviour) and 80 samples were used in the 
regression analysis.
4 . 2.3  Tim e  Sa m p l in g
Since people who work usually shop during the evening, on weekends or during lunch hours 
it was reasonable to stratify by time segments and interview during each segment (Aaker et 
al., 2001). The data was collected on both weekends and weekdays during busy hours.
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Day of the Week Time Collected Data Percentage
Saturday 11:00-14:00 19 16%
Sunday 12:30-16:00 13 11%
Friday 17:00- 19:00 12 10%
Saturday 13:15- 17:30 30 25%
Monday 17:00 - 19:00 10 8%
Tuesday 17:00 - 19:00 12 10%
Saturday 13:00 - 16:00 24 20%
Table 4.1: Frequency o f the collected data according to date, day and time
72 percent of the data was collected during weekends (61% on Saturday) mainly between 
11:00 and 17:00, whereas 28 percent was collected on weekdays after 17:00.
4 .3  Da ta  C o l l e c t io n  M e th o d
The data was collected by intercepting customers, doing face-to-face interviews and using 
structured questionnaires.
Customers were intercepted after their shopping in the supermarket while they were going 
out. Respondents visit to the grocery store was essential due to the temporary nature of the 
effects induced by environments, before answering the questions (Lutz and Kakkar 1975, 
Dawson et al. 1990). Potential respondents were selected by the interviewer among customers 
who were carrying the products in the trolleys, so who bought a lot and spent time in the 
store, because it was necessary that respondents had spent at least five minutes in the store 
previous to being intercepted. According to previous studies, this allows sufficient time for an 
environment’s atmosphere to affect mood (Russell and Snodgrass 1987, Babin and Darden 
1996, Donovan and Rossiter 1982).
The selected store was a grocery store having a combination of free-form and grid layouts. 
One third of the respondents were asked to answer questions about the store they had just 
visited, the second one third were asked to answer questions about a store having grid layout
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and the last one third of the respondents were asked to answer questions about a store having 
free-form layout. The respondents were assigned randomly to the type of layout about which 
they answered the questionnaire. For the simulated stores it was useful to have respondents 
who had just visited a grocery store so that they were able to imagine the simulated 
environment and the feelings which would have been induced if they had visited the 
simulated store.
Subjects were informed that this was a study on consumer behaviour and that the questions 
were about their feelings in a retail environment. Respondents of questionnaires of simulated 
stores were instructed to imagine themselves shopping in a store having grid or free-form 
layout store of which they were shown both pictures and plans and they were also told some 
specific features of the layout paying attention not to influence their feelings.
This role playing method was used by Ang and Leong (1997), to measure customers’ 
approach-avoidance behaviours caused by ambient conditions, spatial layout, fimctionality, 
signage, artefacts and symbols in different bank settings. In that study respondents were 
shown pictures and told the services offered in each environment. Simulations of the 
environment by pictures have been found to be appropriate for studying the consumer’s 
psychological and behavioural reactions to a simple retail or service setting (Bitner 1990, 
Eroglu and Machleit 1990). Folkes (1984), Surprenant and Solomon (1987), Bitner (1990) 
have successfully used the role playing method previously. Folkes (1984) used this method to 
analyse consumer reactions to product failure. Subjects were told eight different reasons for 
product failure and asked how they would respond. This methodology was chosen by Folkes 
(1984) since it allows manipulation of all eight types of causes and control can be exercised 
over how causes are perceived. Surprenant and Solomon (1987) used a laboratory study 
which was designed to simulate the relevant characteristics of a bank setting to measure the
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relative effectiveness of alternate personalization strategies on consumer evaluations of a 
service. In Bitner’s (1990) study subjects were instructed to imagine that they were a traveller 
and were asked to answer questions after reading a travel study which describes a negative 
service disconfirmation situation. According to Bitner (1990), main advantages of role 
playing are that expensive and difficult manipulations can be operationalised relatively easily 
and unmanageable items can be controlled. The main disadvantage of this method is the 
possible inability of subjects to project their behaviour and to respond as they actually would 
in real situation (Bitner, 1990).
Environmental simulation includes a variety of simulation techniques. McKechnie (1977) has 
proposed a useful typology based upon the dimensions of conceptual-perceptual and static- 
dynamic. Conceptual simulation seeks to convey abstract forms of environmental 
information, whereas perceptual simulation aims at conveying specific physical environments 
or places. Static conceptual simulation includes maps and floor plans and dynamic conceptual 
simulation includes computer modelling of ecological processes. Static perceptual simulation 
includes photographs and sketches and dynamic perceptual simulation includes filmed 
modelscope tours of scale models of places (Bosselmann and Craik, 1987)
Based on the typology of McKehnie (1977), the simulation used in this study can be described 
as the combination of static perceptual simulation and static conceptual simulation since it 
contains both store layout and photograph of grid layout and free-form layout stores to help 
customers to imagine the environment.
Face-to-face interviews were necessary to collect data for this study since it was needed to 
show store layout and explain about the questionnaire and the features of the simulated 
environment. Generally, respondents read the questions and told the answer to the interviewer 
who filled in the questionnaire. This method has also prevented the misunderstanding and
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high number of uncompleted questionnaires which would happen in the case of self­
administered questionnaires (Aaker et al., 2001).
4 .4  Q u e s t io n n a ir e  D e s ig n
Two similar questionnaires with different wording were designed to assess customers’ 
behavioural intentions towards the layout of the visited store, grid layout store and free-form 
layout store. One questionnaire was asking customers what they experienced in the visited 
store and the other questionnaire was asking what they would experience if they were in one 
of the simulated stores. Each customer answered only for one type of layout.
The questionnaire consisted of three parts and four pages. The first page, which was the cover 
page of the questionnaire emphasized the university logo and customers were told that the 
research was for an MSc. dissertation since it was considered important to increase the 
credibility of the research as an academic study, promoting a willingness to help that might 
have been less apparent had only commercial ties been evident (Greenland and McGoldrick, 
1994). Additionally, each following page contained one part of the questionnaire measuring 
general behaviour about grocery shopping, pleasure, arousal and dominance feelings 
respectively and approach or avoidance behaviours caused by store layout and demographic 
information of respondents.
4.4 .1  Pa r t !
Part I consisted of four questions. The first two questions were designed to find out if the 
store just visited was the respondent’s regular store, and provided information of the 
respondent’s familiarity with the store layout. The third question asked the product categories 
the respondent shopped on that day, in order to have an idea of the respondent’s shopping
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involvement. The fourth question asked the respondent to choose top three preferences in the 
grocery store choice among ten features. These ten features were selected among nine 
dimensions and twenty components of image attributes in retail store selection proposed by 
Hansen and Deutscher (1977-78).
1. Merchandise 1. Merchandise Quality
2. Service 2. Merchandise Selection
3. Clientele 3. Merchandise Style
4. Physical Facilities 4. Merchandise Price
5. Convenience 5. Lay-Away Available
6. Promotion 6. Sales Personnel
7. Store Atmosphere 7. Ease of Return
8. Institutional 8. Service-Credit
9. Post-transaction Satisfaction 9. Service-Delivery
10. Clientele
11. Physical Facilities -  Cleanliness
12. Store Layout
13. Shopping Ease
14. Attractiveness
15. Locational Convenience
16. Parking
17. Advertising
18. Congeniality
19. Store Reputation
20. Post-transaction Satisfaction
Table 4.2: List o f Dimensions and Components o f Image Attributes (Source: Hansen and Deutscher,
7977-7,^
4 .4 .2  Pa r t  II
Part II measured customers’ emotional states caused by the store layout. The first twelve 
questions were designed to gauge approach and avoidance behaviours through mediating 
variables; arousal, pleasure and dominance, proposed by Mehrabian and Russell (1974). Four 
questions were asked per each dimension. Customers’ general thoughts and general 
willingness to approach or avoid the store were measured with three additional questions.
Questions in Part II were designed with different wording for the visited and the simulated 
stores. The questionnaire designed for the visited store (Appendix C) measured customers’
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feelings evoked by layout in that store, whereas the questionnaire designed for grid and free­
form layouts (Appendix B) measured how customers would feel if they were in that 
environment.
Independent Variable
Three types of store layout were used as independent variable in this study. The grocery store 
where the questionnaire was done was selected since the layout of the store was a 
combination of free-form and grid layouts (Appendix F). Grid layout and free-form layout 
plans were drawn based on the models designed by Lewison (1997) and store pictures were 
selected among various store layout pictures from journals Retail Week and The Grocer 
(Appendices D and E).
Mediating Variables
Pleasure, arousal and dominance measures adapted from Mehrabian-Russell (1974) and 
Donovan and Rossiter (1982) models were used to assess feelings caused by store layout. All 
items of PAD dimensions are shown in appendix A. In the present study each of the measures 
had four items. The items of pleasure dimension were:
- happy - unhappy;
- relaxed - bored;
- pleased - annoyed;
- satisfied - unsatisfied.
The four items measuring arousal were:
- stimulated - relaxed;
- jittery - dull;
- aroused - unaroused;
- excited - calm.
The items of dominance dimension were;
- controlling - controlled;
- overcrowded - uncrowded
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- influential - influenced;
- dominance - submissiveness.
Although it was stated by Donovan and Rossiter (1982) and Russell and Pratt (1980), that 
dominance does not seem to relate well to in-store behaviours, in the present study the level of 
dominance felt in the grid layout store and free-form layout store was measured and compared 
and also its contribution to approach behaviour was analysed.
Table 4.3 displays the measures and references of the questions used in the study. The 
statements are designed to reflect positive or negative tendency of items of each measure. 
Negative tendency measuring items (6, 7 and 11) were recoded before analysing the data.
Five point Likert scale was used to measure respondents’ agreement with the statements in 
questions 1-15 and question 18. Subjects were asked to choose between five degrees of 
relative agreement as follows (Riley et al., 2000):
5 Strongly agree;
4 Agree;
3 Neither agree nor disagree;
2 Disagree;
1 Strongly disagree.
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QUESTIONS
1 I am happy to shop in this store.
I feel relaxed when I am shopping in this store (While
2 searching and walking between the aisles and 
departments).
MEASURE
Pleasure
Happy
Relaxed
for.
I am satisfied with shopping in a store that has this type 
of layout.
I feel agitated because I had to walk a lot between the 
corridors to find products in the store.
I finished my shopping and went out of the store quick 
because the store layout is not arousing.
9 I can easily find my way in this store
I would continue my shopping even if  the store was 
overcrowded.
II The layout of this store led me to buying more items than I planned.
want.
13 I think the store layout is well organized.
14 I think the store has a nice atmosphere.
15 I would like to shop in this store.
REFERENCE
M&R, 1974 
M&R, 1974
Pleased M&R, 1974
Satisfied
Stimulated M&R, 1974
Jittery M&R, 1974
Unaroused M&R, 1974
Excited MÆR 7P74
Controlling M&R, 1974
Originally Autonomous M&R, 1974
Replaced bv Overcrowded
Influenced M&R, 1974
Dominance M&R, 1974
Like-dislike
Like-dislike
Approach-Avoidance
What do you think is the most attractive feature in this  ^  ^ ^16 most attractive feature
. -  What do you think is the least attractive feature in this ,  ^ .17 •’ least attractive feature
The layout of this store shows much resemblance to the „
** store t o  I just visited Re^mblance
Table 4.3: Measures and References o f  the questions in Part II  (M&R: Mehrabian and Russell 1974, 
D&R: Donovan and Rossiter 1982)
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Dependent Variable
A three-item five point Likert scale was used to assess approach or avoidance behaviours 
caused by store layout. Question 13 asked respondents’ thoughts about the store layout to get 
a general feedback firom customers about the layout. Question 14 was designed to gauge how 
customers liked the store atmosphere but this question was excluded since the clues about the 
atmosphere of simulated stores were limited. Question 15 was designed to measure general 
approach behaviour by asking respondents’ likelihood to visit or revisit the store. In the 
analysis only question 15 was used to assess approach behaviour towards the store.
The 16* and 17* questions were open ended to enable customers to express their ideas about 
the store and to get additional data which might be missed in the present and previous studies. 
Additionally, question 18 measured the resemblance of the simulated stores to the visited 
store.
4 .4 .3  Pa r t  III
Part III assessed customers’ demographic information such as age group, gender, education, 
number of adults and number of children in the household, frequency of grocery shopping, 
average weekly spending and postcode. The towns where the respondents lived are 
determined by keying in their postcode in www.rovalmail. co.uk/paf.
4 .4 .4  P il o t  Te s t
Two pilot surveys are conducted to ensure that there were not any wording problems and the 
questions were measuring what was intended.
As a result of the first pilot survey done by six subjects, the number of open ended questions 
was minimized to be able to get more useful data since most of the responses were not related 
with the store layout. The first pilot test was not done at the actual setting; the subjects were
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asked to answer questions while they were sitting. They were not in a hurry and answered all 
of the questions without any problem.
In the draft questionnaire, first part contained general questions about customers’ grocery 
shopping attitudes and preferences. The questions of the second part dealt with the Safeway 
store layout, whereas the questions of the third and fourth part were the same and dealt with 
grid layout and free-form layout respectively. Consequently the fifth part was designed to get 
demographic information of the respondents and their grocery shopping frequency.
As a result of the second pilot questionnaire which was done in the real setting, it was found 
that the questionnaire was taking 13-15 minutes and customers did not want to spend such 
amount of time after their shopping. Because of their desire to finish quickly they could not 
pay attention to the picture and the designed layout to answer the questions. Therefore the 
questionnaire is restructured into three parts and the time to be completed became 4-5 
minutes. It is also suggested by Sudman and Blair (1998) that the length of time of the 
questionnaires which are done by intercepting customers must be lower than five minutes.
4 .5  Da ta  A n a ly s is
Quantitative data was analysed via statistical analysis using SPSS 10.1 software and the 
qualitative data obtained form questions 16 and 17 which asks the most/least attractive feature 
in the store was analysed via content analysis.
Hypothesis one was tested by multiple regression analysis to find out how well the 
combination of pleasure, arousal and dominance was able to predict approach behaviour and 
which one of these variables was the hest predictor of approach behaviour by itself.
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Hypotheses two, three, four and five were tested by independent-samples t-test since the 
subjects who answered questions about free-form layout were different from the subjects who 
answered the questions about grid layout and the aim was to determine if the difference 
between the means was the same or different for free-form layout and grid layout.
While doing the content analysis certain keywords and phrases were identified, counted and 
analysed by their frequency. Since the response rate was low for the open ended questions, no 
high frequency results apart from some customer suggestions were obtained.
4 .6  C o nc lu s io n
In this chapter the methodology used to collect and to analyse the data is presented. The data 
was collected using structured questionnaire with exception of two open ended questions, 
simulated environments and face to face interviews by intercepting customers at the exit of a 
grocery store. The hypotheses were tested using regression analysis and independent samples 
t-test. Additionally content analysis was employed to summarise respondents’ thoughts about 
store layouts.
In the next chapter, the collected data is presented and analysed.
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Chapter  5 
D ata  A n a l y s is
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5.1 In tr o d u c t io n
The primary data obtained from the questionnaires is presented and analysed in this chapter. 
First some descriptive statistics about respondents’ demographic and shopping habits are 
presented and respondents’ thoughts about the layouts are analysed. After the presentation of 
the results of the reliability analysis, the first hypothesis is tested with a regression analysis 
and the hypotheses 2 ,3 ,4  and 5 are tested by using independent samples T-test.
5.2  D e s c r ip t iv e  S ta tis t ic s
5.2 .1  R e s p o n s e s
The respondents were customers who did their shopping at the same grocery retailer and who 
were willing to answer the questionnaire. Since the data collection was done with face-to-face 
interviews only one questionnaire of the 121 was uncompleted and it is excluded. 
Consequently 40 completed questionnaires were available for each type of layout, which are 
free-form layout, grid layout and the visited store.
There were three missing answers for the 14* question, two for free-form and one for grid 
layout. This question is asking whether the customers like the atmosphere of the store or not. 
When the frequencies of this question are analysed it is found that 55 percent grid layout 
respondents and 72 percent of free-form layout respondents replied as neither agree or nor 
disagree. To handle these blank responses the midpoint (3) in the interval-scale was given as 
the value (Sekaran, 2000).
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5 .2 .2  D e m o g r a p h ic  A n a l y s is  o f  R e s p o n d e n ts
Gender
Figure 5.1: Gender o f  respondents (n=I20)
There was a significant difference in the number of female and male respondents. As seen in 
figure 5.1, female respondents were 66% of the sample size whereas male respondents 34%, 
being nearly the half of female respondents.
Age Group
Age of R espondents
d> 25
ÇT 20
i l  15
18-24 25-34 35-44 45-54
Age Group
55-64 65 and owr
Figure 5.2: Age group o f respondents (n=120)
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The respondents were selected among customers older than 18 years. 80 (66.5%) out of the 
120 respondents were between the ages 25-44 and 16.7 percent of the respondents were 
between the ages 45-54. The reason for the positively skewed result towards younger ages is 
supported by the interviewer’s observations that young people and especially young couples 
were more willing to answer than older people. Additionally even if the older ladies were 
willing to answer they were not approached a lot after dealing with some cases of hearing or 
seeing difficulty.
Number of Adults and Children living in a Household
90 
80 
70 
^  60 
S 50
I  40 
^ 30 
20 
10 
0
81
71
17
30
17 15
Adults Children
□ None B 1 0 2  0  3-4 B 5 or more
Figure 5.3: Number o f Adults and Children living in a household (n=120)
A majority of the respondents reported to be living in a household with two adults (59.2%) 
This percentage is followed by three to four adults (25%). 67.5 percent of the respondents 
reported that they did not have any children and 32.5 percent of the respondents had at least 
one child under the age of 18. Taking into consideration the young age of the respondents, 
adult and child quantity in their house, it can be assumed that most of the respondents were 
young couples who do not have any children.
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Education
GSCE A-Iewels Further Undergraduate Postgraduate
Education Degree and higher
Level of Education
Figure 5.4: Completed level o f  Education (n=120)
Nearly half of the respondents (42%) had some university education. There was not any 
respondent who did only primary education and 58% of the respondents reported to have 
completed level of education higher than primary education and lower than undergraduate 
degree.
5. 2.3 G r o c e r y  S h o p p in g  H a b it s  o f  R e s p o n d e n ts
Respondents’ grocery shopping habits, including grocery shopping frequency, weekly grocery 
spending and regular grocery store information are reported in this part.
Regular Grocery Store, Towns where Respondents live
78 percent of the customers reported that the store where the questionnaire was conducted 
was their regular grocery store. This data shows that most of the respondents were familiar 
with the store. Nearly half of the respondents who are regular customers of different grocery 
retailers reported to be familiar with the store’s layout. Therefore, nearly 90% of customers 
were familiar with the store layout.
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Towns Where the Respondents live
Woking
90%
Guidford
3%
Addlestone Ughlwater 
3% 4%
Figure 5.5: Towns where the respondents live (n=120)
Since the grocery retailer where the data is collected was located in Woking, 90% of customers living 
in Woking was an expected result. The remaining 10% reported to live in Guildford (3%) or 
Addlestone (3%) or Lightwater (4%).
Grocery Shopping
Product
1 Produce 92 77%
2 Bakery 63 53%
3 Dairy 60 50%
4 Meat 42 35%
5 Wine 41 34%
6 Other 22 18%
7 Frozen 21 18%
8 Non Food 19 16%
Table 5.1: Product categories bought on the day o f  the survey (n=120)
The three main product categories bought by the respondents on the day of the survey, were 
fresh produce (77% ), bakery (53%) and dairy (50%).
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50
40
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20
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0
Twice a week Once a week 
43%42.5%
Everyday
7.5%
Twice a month 
5%
Once a month 
2%
Shopping Frequency
Figure 5.6: Grocery Shopping Frequency (n=120)
Respondents are found to be very frequent grocery shoppers (93.3%) doing at least once a 
week grocery shopping and 50 percent shopping at least once a week. Only seven percent 
reported to be doing grocery shopping less than once a week.
60 -
£51-2100
50 -
40 ->1 £21-£50
1
it
20 - 
10 - 
0 -
£101-2200
31% 42% 25%
>2200
2%
1 1
Weekly Spending
Figure 5.7: Weekly Grocery Spending (n=120)
It is found that 42 percent of the customers were spending between £51 and £100 on grocery 
per week whereas 31 per cent were spending £21-£50 and 27 per cent were spending more 
than £100.
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Rank Store Features Frequency Percent
1 Value For Money 69 58%
2 Store Location 65 54%
3 Product offer 61 51%
4 Product Quality 39 33%
5 Parking Facility 29 24%
6 Cleanliness 28 23%
7 Store Layout 25 21%
8 Promotion 19 16%
9 Store Atmosphere 14 12%
10 Helpful Personnel 11 9%
Table 5.2: Ranking o f  Store Features (n=120)
70
60
50
40
30
20
10
0
Store Features Ranked by the Importance
58% 54% 51% 33% 24% 23% 21% 16% 12%
Figure 5.8: Store Features (n=120)
Customers were asked to select the three most important features in their grocery store choice. 
69 respondents (58%) reported that value for money was one of the three most important 
features for them. 54 percent of the respondents selected store location and 51 percent of the 
respondents selected product offer as one of the three most important features.
Only 25 respondents (21%) selected store layout among the three most important features in 
their grocery store selection. Store layout ranks as the seventh following product quality.
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parking facility and cleanliness after the first three feature. On the other hand store layout 
resulted to be more important than promotion, store atmosphere and helpful personnel.
5. 2.4 R e s p o n d e n t s ’ Th o u g h t s  a b o u t  th e  S t o r e  La y o u t  &  S to r e  
A t m o s p h e r e
Question thirteen, measured respondents’ thoughts about the store layout. 70 percent of the 
visited store layout questionnaire, 58 percent of the fi*ee-form layout questionnaire and 65 
percent of the grid layout questionnaire respondents agreed that the layout was well 
organised.
The question about the store atmosphere (14) resulted mainly as neither agree nor disagree for 
grid layout (53%) and fi*ee-form layout (80%), because the photographs and plans of the 
layouts were not sufficient to give the whole feeling of the store atmosphere. On the other 
hand a major part (88%) of the respondents’ liked the visited store atmosphere.
Respondents^ comments about store layouts
The two open ended questions (16, 17) asked customers the most and least important features 
of the store they had evaluated. Most of the customers were indifferent about these questions 
for free-form layout and grid layout whereas response rate was higher for visited store.
Answered  
Layout Total Q16
Answered
Q17Percent Percent
Grid 40
Free-Form 40
Visited Store 40
Table 5.3: Answer rate to open ended questions
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Grid Layout
No answer 28 70%
Spaciousness 4 10%
Long and wide aisles 3 8%
Clean and bright 3 8%
Easy access to products 1 3%
Easy to remember the pattern 1 3%
Table 5.4: Preferred Features in Grid Layout (n=40)
The positive comments about grid layout store show that the spaciousness is an important 
feature (10%). Long and wide aisles (8%) were also preferred features of the grid layout 
among the cleanliness and brightness (8%) of the store presented by the picture. Ease of 
access to products and simplicity of remembering the pattern were also reported to be 
important features in grid layout store.
No answer 31 78%
Not enough checkout 3 8%
Monotonous 2 5%
Cold atmosphere 1 3%
Crowded 1 3%
Too large 1 3%
Small area for fruit 1 3%
Table 5.5: Disliked Features in Grid Layout (n=40)
The first point that caught attention of three respondents was small number of checkouts in 
the plan of grid layout. The main features which customers did not like about the grid layout 
were the cold atmosphere and monotonous layout.
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Free-Form Layout
No answer 28 70%
Spaciousness
Seasonal products in the middle of the cashier
4 10%
area 3 8%
Layout 2 5%
Big beverage area 1 3%
Easy access to products 1 3%
Room to move around 1 3%
Table 5.6: Preferred Features in Free-Form Layout (n=40)
The respondents’ of free-form layout questionnaire showed very clear liking or dislike 
towards the layout saying that they liked (5%) or did not like (13%) the layout. The positive 
comments were that the respondents liked the layout because of the spaciousness (10%), easy 
access to products (3%) and place to move around (3%).
No answer 28 70%
Does not like the layout 5 13%
Not enough checkout 2 5%
Boring 1 3%
Entrance in the middle 1 3%
Hard to get the desired products 1 3%
More space needed for produce 1 3%
Small aisles 1 3%
Table 5.7: Disliked Features in Free-Form Layout (n=40)
On the other hand, respondents who explained that they did not like the layout told that they 
found it boring (3%), hard to find the desired products (3%) and not enough checkouts(5%).
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Visited Store Layout
No answer 4 10%
Fishmonger 6 15%
Fresh food 4 10%
Product variety and special offers 4 10%
Ready meal and pizza 3 8%
Feeling of space, stress free, spaciousness 3 8%
Layout 3 8%
All in one 3 8%
Flower 2 5%
Location 2 5%
Likes the size, not too big, easy to navigate 2 5%
Entrance 1 3%
There is a lot of place between aisles 1 3%
Staff product knowledge 1 3%
Deli area 1 3%
Table 5.8: Preferred Features in Visited Store Layout (n=40)
The respondents of the visited store questionnaire did not make comments only about the 
layout but also about other features of the store. Respondents reported that the store’s location 
was important for them and they liked the layout which provides the feeling of space, stress 
free shopping, enough space to move between departments and easy navigation. On the 
product offer side they reported to prefer fishmonger, ready meal, fresh food, deli and flower 
sections. Product variety, product knowledge of store personnel and all in one shopping 
facility including dry cleaning, restaurant and photo processing were also reported to be 
important features.
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No answer 23 58%
Lack of variety 4 10%
Narrow aisles 2 5%
Expensive 2 5%
Too many own brand 1 3%
Take away 1 3%
Salad area 1 3%
Small size 1 3%
Difficult to find items 1 3%
Do not like the juice counter 1 3%
Help needed to pack 1 3%
Busy 1 3%
Outside flowers are bad 1 3%
Table 5.9: Disliked Features in Visited Store Layout (n=40)
Even if most of the respondents had positive thoughts about the store some of them reported 
that they did not like the layout since it was confiising, aisles were narrow and it was difficult 
to find the products. It was also reported that the store was not big enough, offered too much 
own brand and not enough other brands, products were expensive and help was needed to 
pack.
5.3  R e l ia b il it y  A n a ly s is
The internal consistency of the pleasure, arousal and dominance scales was analysed by using 
Cronbach’s alpha coefficient as indicator. The items of pleasure scale were happy, relaxed, 
pleased and satisfied; the items of arousal scale were stimulated, jittery, unaroused and 
excited; and the items for dominance scale were controlling, overcrowded, influenced and 
dominance.
Pleasure:
The reliability coefficient for the four item Pleasure measure was found to be 0.72, which 
means the internal consistency of pleasure measure is acceptable. However, reliability
73
_______________________ The In flu en c e  of Store La y o u t  o n  Co n su m er  B u y in g  B eh av io ur
analysis suggested that the Cronbach’s Alpha reliability coefficient would be higher (0.80) if 
question three (item: pleasure) was deleted. This may depend on the nature of the statement 
which refers to pleasantness because of ease of finding the products. Therefore question three 
was excluded.
Arousal:
The Cronbach’s Alpha reliability coefficient for four item Arousal measure was fairly low 
(.61). The results of the reliability analysis suggested that question six (item: jittery) should be 
deleted which resulted in a higher reliability coefficient (0.65). Therefore question six was 
excluded.
Dominance:
As a result of the reliability analysis internal consistency of the Dominance measure was quite 
poor (0.49). However, according to reliability analysis by excluding question eleven (item: 
influenced) a much higher Cronbach’s Alpha reliability coefficient would be obtained (0.68). 
Therefore question 11 was excluded from the Dominance measure.
Coefficient Coefficient
Measure Alpha^ Deleted Item Q uestion Nr. Alpha^
Pleasure 0.72 Pleasure Question 3 0.80
Arousal 0.61 Jittery Question 6 0.65
Dominance 0.49 Influenced Question 11 0.68
■' Before deleting the item 
 ^After deleting the item
Table 5.10: Reliability Coefficients for Pleasure, Arousal and Dominance measures
By excluding one item from each measure a better internal consistency was obtained for the 
three independent measures.
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5 .4  R e g r e s s io n  A n a ly s is
Hypothesis 1 proposed that independent variables which are pleasure, arousal and dominance 
will significantly explain the variance in dependent variable approach behaviour. Regression 
analysis is conducted to test this hypothesis. The null and alternative hypotheses are as 
following:
Hlo; The pleasure, arousal and dominance caused by the store layout will not significantly 
explain the variance in approach behaviour.
HI a; The pleasure, arousal and dominance caused by the store layout will significantly 
explain the variance in approach behaviour.
To explain the influence of each measure on the approach behaviour the hypothesis 1 was 
divided into three hypotheses for pleasure, arousal and dominance.
Pleasure:
Hlo^: The pleasure caused by store layout will not significantly explain the variance in 
approach behaviour.
Hla^: The pleasure caused by store layout will significantly explain the variance in approach 
behaviour.
Arousal:
Hlo :^ The arousal caused by store layout will not significantly explain the variance in 
approach behaviour.
Hla^: The arousal caused by store layout will significantly explain the variance in approach 
behaviour.
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Dominance:
Hlo :^ The dominance caused by store layout will not significantly explain the variance in 
approach behaviour.
Hla^: The dominance caused by store layout will significantly explain the variance in 
approach behaviour.
The normality
Histogram
Dependent Variable: Approach
u.
10
8
6
2
Normal P-P Plot of Regression Standardized Residual 
Dependent Variable; Approach
Regression Standardized Residual Observed Cum Prob
Figure 5.9: Histogram and Normal P-P Plot o f  Regression Standardised Residual 
In the Normal Probability Plot the points lie in a reasonably straight diagonal line fi*om 
bottom left to top right. Both the histogram and the Normal Probability Plot suggest that there 
are no major deviations from normality.
Pleasure 1.00
Arousal .62** 1
Dominance .33** .32** 1
Approach .75** 52** 40** 1.00
** Correlation is significant at the p<.01 level 
Table 5.11: Linear Relationship Between the Variables: Pearson Correlation (n=80)
The mean and standard deviation of the data obtained via simulated environments is 
calculated and the highest mean were of independent variable pleasure IM:3.51: ^ :.8 1 ) , and 
dependent variable approach (M:3.40: ^ :.8 8 ) , which are followed by dominance(M:3.30;
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^ :.7 4 )  and arousal (M:2.9Q:SD:.83). The correlation between independent variable pleasure 
and dependent variable approach behaviour can be considered very strong (.75). The 
correlation between approach behaviour and other two independent variables is moderate 
(Arousal:.52, Dominance:.40), it is strong between pleasure and arousal (.62) and weak 
between pleasure and dominance (.33). The weakest relationship is between arousal and 
dominance (.32).
(Constant) 8.07E-02 .355 .23 .82
Pleasure .709 .103 .655 6.90 .00
Arousal 7.37E-02 .100 070 .74 .46
Dominance .187 .093 .158 2.01 .05
.77 .59 .57 .57 3 36.493 . 0 0 0 1
Table 5.12: Summary o f the Regression Model; Predictors: Pleasure, Arousal, Dominance 
The R value which is the correlation coefficient between the observed value of the dependent 
variable and the predicted value based on the regression model is found to be .77 and the R 
Square .59 which means that all independent variables together explain 59% of the variance in 
approach behaviour. The Anova table shows that the F value of 36.493 is significant at the 
0.000 level. The results mean that 59 percent of the variance in approach behaviour has been 
significantly explained by the independent variables.
Standardised Beta coefficients are used to compare the contribution of each independent 
variable to approach behaviour. The largest beta coefficient is .655 which is for Pleasure. This 
means that pleasure makes the strongest unique contribution to the equation (sig.:.00). The 
standardised Beta coefficient for arousal is very low (.070) and the sig. value (.46) is higher 
than .05, therefore arousal is not making a significant unique contribution to the prediction of 
approach behaviour. The standardised Beta coefficient for dominance is .158 and the sig.
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value is .05. In this case both, pleasure and dominance made a unique and statistically 
significant contribution, whereas arousal does not make any contribution to the prediction of 
approach behaviour. Therefore and H I w e r e  not rejected whereas H I w a s  rejected.
To construct the regression equation unstandardised coefficient B is used. Since dominance 
does not make any unique and statistically significant contribution to the approach behaviour 
it is not included in the equation. The sig. value for the constant is also greater than .05 and 
therefore the constant value is not included in the regression equation. The regression 
equation for this model is;
Approach Behaviour = (.709) x Pleasure + (. 187) x Dominance Equation 5.1
5 Æ 1  Te s t  OF A r o u s a l
The result of the regression analysis was contradicting with the previous findings of Donovan 
and Rossiter (1982) which suggest that arousal has effect and dominance does not have any 
effect on approach behaviour in retail stores. Therefore the regression analysis is done for 
only arousal measure, for arousal and pleasure measures, for arousal and dominance and for 
pleasure and dominance measures.
Arousal only
In the first regression analysis for only arousal measure the R value is found to be .52 and the 
R square .27 which means that arousal alone explains the 27% of the variance in approach 
behaviour. The Anova table shows that the F value o f29.491 is significant at the 0.000 level.
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(Constant) 1.797 .307 5.854 .00
Arousal ■ 102 ■524 5.431
.27 .76 1 29.491 .000
Table 5.13: Summary o f the Regression Model; Predictors: Arousal 
Approach Behaviour = 1.797 + (.554) x Arousal Equation 5.2
Arousal and Pleasure
When pleasure is added to the test, the R value is found to be .75 and the R square .57 which 
means that arousal and pleasure together explain the 57% of the variance in approach 
behaviour. The Anova table shows that the F value of 50.734 is significant at the 0.000 level. 
However, when pleasure enters in the equation the standardised Beta coefficient for arousal 
becomes very low (.098) with the significance value (.30) higher than 0.05.
W Ê M
(Constant) .481 .300 1.605 .11
Pleasure .746 .103 .689 7.246 .00
Arousal .104 .101 .098 1.034 .30
J 5  .57 .56 .59 2 50.734 .o o o H
Table 5.14: Summary o f the Regression Model; Predictors: Pleasure, Arousal 
Approach Behaviour = (.746) x Pleasure Equation 5.3
Arousal and Dominance
When arousal and dominance are tested together, the R value is found to be .58 and the R 
square .33 which means that arousal and dominance together explain the 33% of the variance 
in approach behaviour. The Anova table shows that the F value of 19.246 is significant at the
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0.000 level. Therefore, when dominance enters in the equation in addition to arousal the 
standardised Beta coefficient for arousal becomes .443 with the significance value (.00) lower 
than 0.05 and for dominance is .256 with the significance value .01.
■ ■
(Constant) 1.042 .414 2.517 .01
Arousal .468 .104 .443 4.519 .00
Dom inance .304 .116 .256 2.609 .01
^ 8  .33 .32 .73 2 19.246 .o o o H
Table 5.15: Summary o f the Regression Model; Predictors: Arousal, Dominance 
Approach Behaviour = 1.042 + (.468) x Arousal + (.304) x Dominance Equation 5.4
Pleasure and Dominance
When pleasure and dominance are tested together, the R value is found to be .77 and the R 
square .59 which means that pleasure and dominance together explain the 59% of the variance 
in approach behaviour. The Anova table shows that the F value of 54.790 is significant at the 
0.000 level. However when dominance and pleasure are in the equation together, the 
standardised Beta coefficient for dominance becomes .167 with the significance value (.04) 
lower than 0.05 and for pleasure is .695 with the significance value .00.
■ ■
(Constant) .107 .352 .304 .76
Pleasure .753 .084 .695 8.966 .00
Dominance .198 .092 .167 2.149 .04
!t7 1 .59 .58 .57 2 54.790 .o o o H
Table 5.16: Summary o f the Regression Model; Predictors: Pleasure, Dominance 
Approach Behaviour = (.753) x Pleasure + (.198) x Dominance Equation 5.5
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As a result of the regression analyses done by only arousal, arousal and pleasure, arousal and 
dominance and pleasure and dominance it is found that when pleasures enters the equation 
offsets the influence of arousal. It is also found that there is a strong correlation (.62) between 
pleasure and arousal. This finding suggests that pleasure and arousal may overlap as 
measures.
5. 4.2  Te s t  OF P r e d ic t iv e  Va l id it y
To test the predictive validity of the results obtained using the data collected via simulated 
environment, the regression equation is calculated from the data obtained for grid and free­
form layouts. Subsequently, applying the values of pleasure and dominance collected for the 
visited store to the obtained equation the predictive values for approach behaviour were 
obtained and the predictive and observed values of approach behaviour were compared. The 
result of the predictive validity test shows that explained percentage of variance (.64) is 
satisfactory. Therefore, it can be assumed that predictive validity of the model is good.
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3.10 4 0.90 0.81
3.69 4 0.31 0.09
3.29 4 0.71 0.51
3.35 4 0.65 0.42
3.88 5 1.12 1.26
3.29 4 0.71 0.51
3.46 4 0.54 0.29
3.63 4 0.37 0.14
2.98 4 1.02 1.05
3.52 4 0.48 0.23
4.00 5 1.00 0.99
3.16 4 0.84 0.70
2.98 4 1.02 1.03
4.35 5 0.65 0.42
3.35 5 1.65 2.72
3.69 4 0.31 0.09
2.81 3 0.19 0.03
3.46 4 0.54 0.29
3.40 4 0.60 0.36
4.06 4 0.06 0.00
4.00 5 1.00 1.01
3.58 4 0.42 0.17
3.52 5 1.48 2.18
3.15 4 0.85 0.73
3.04 4 0.96 0.93
3.34 4 0.66 0.44
4.06 5 0.94 0.89
3.22 4 0.78 0.60
3.46 4 0.54 0.29
3.22 4 0.78 0.60
3.57 4 0.43 0.19
3.10 3 0.10 0.01
4.12 5 0.88 0.77
3.22 4 0.78 0.60
2.14 3 0.86 0.74
3.57 5 1.43 2.05
3.52 4 0.48 0.23
3.40 4 0.60 0.36
4.48 5 0.52 0.27
3.21 4 0.79 0.62
Table 5.17: Test o f Predictive Validity (n=40)
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5.5  T-Te s t
The subjects who answered questions about free-form layout were different from the subjects 
who answered the questions about grid layout. Since the aim was to determine if the means 
were the same or different for free-form layout and grid layout Independent-Samples T-test 
was applied to pleasure, arousal, dominance measures and also to general approach behaviour 
for these two types of layout.
^0 m
Pleasure 3.58 .86 3.43 .77 78 -.82 .41
Arousal 2.78 .82 3.02 .84 78 1.30 .20
Dominance 3.37 .77 3.23 .71 78 -.80 .42
Approach 3.38 .93 3.43 .84 78 .25 .80
Table 5.18: Independent Samples T-Test Results (Grid Layout, n=40; Free-Form Layout, n=40)
5.5 .1 H y p o th e s is  Te s t in g
Hypothesis 2: The level offeelin2 pleasure in Grid Layout and Free-Form Layout
Hypothesis 2 proposed that customers would experience more pleasure in the free-form layout 
than in the grid layout. Therefore the null and alternative hypotheses are as following:
H2o: Customers shopping in a store having grid layout will feel equal or less pleasure than 
customers shopping in a store having free-form layout.
H2a: Store Customers shopping in a store having grid layout will feel more pleasure than 
customers shopping in a store having free-form layout.
As a result of independent samples t-test the Sig. value is found to be 0.583 and therefore the 
assumption of equal variances has not been violated. The value of Sig. (2-tailed) is also 
greater than 0.05 which means that there is not a statistically significant difference in the 
mean pleasure scores for free-form and grid layouts.
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Since there was no significant difference in pleasure scores for Grid Layout (M= 3.58, 
SD=.86) and Free-Form Layout [M=3.43, SD= .77; t(78)=-.82, p= .41], the null hypothesis is 
not rejected. Since the hypothesis was one tailed the p value is .205, however it is still greater 
than 0.05. The magnitude of the differences in the means was very small (eta squared:0.0086).
Hypothesis 3: The level o f feelim Arousal in Grid Layout and Free-Form Layout
Hypothesis 3 proposed that customers would experience more arousal in the free-form layout 
than in the grid layout. Therefore the null and alternative hypotheses are as following:
H3o; Customers shopping in a store having grid layout will feel equal or less arousal than 
customers shopping in a store having free-form layout.
H3a: Customers shopping in a store having grid layout will feel more arousal than customers 
shopping in a store having free-form layout.
The T-test shows that there is no significant difference in the variances of arousal in grid 
layout (M=2.78, SD=0.82 and free-form layout [M=3.02, SD=0.84: t(78)= 1.30, p=.20], 
therefore the null hypothesis is not rejected. Since the hypothesis was one tailed the p value is 
.10, however it is still greater than 0.05. The magnitude of the differences in the means was 
very small (eta squared:0.021).
Hypothesis 4: The level o f feelim Dominance in Grid Layout and Free-Form Layout
Hypothesis 4 proposed that customers would experience more dominance in the grid layout 
than in the free-form layout. Therefore the null and alternative hypotheses are as following:
H4o; Customers shopping in a store having free-form layout will feel equal or less dominance 
than customers shopping in a store having grid layout.
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H4a; Customers shopping in a store having free-form layout will feel more dominance than 
customers shopping in a store having grid layout.
The T-test shows that there is no significant difference in the variances of dominance in grid 
layout (M=3.37, SD=.77 and free-form layout [M=3.23, SD=0.71: t(78)= -0.80, p=.42], 
therefore the null hypothesis is not rejected. Since the hypothesis was one tailed the p value is 
.21, however it is still greater than 0.05. The magnitude of the differences in the means was 
very small (eta squared:0.0082).
Hypothesis 5: The level o f approach behaviour in Grid Layout and Free-Form Layout
Hypothesis 5 proposed that customers would experience more approach behaviour towards 
the free-form layout than the grid layout. Therefore the null and alternative hypotheses are as 
following:
H5o; Customers shopping in a store having grid layout will have equal or less approach 
behaviour towards the store than customers shopping in a store having free-form layout.
H5a. Customers shopping in a store having grid layout will have more approach behaviour 
towards the store than customers shopping in a store having free-form layout.
The T-test shows that there is no significant difference in the variances of dominance in grid 
layout (M=3.38, SD=.93 and free-form layout [M=3.43, SD=0.84:tr78)= .25, p=.80], 
therefore the null hypothesis is not rejected. Since the hypothesis was one tailed the p value is 
.40, however it is still greater than 0.05. The magnitude of the differences in the means was 
very small (eta squared:0.0080).
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Figure 5.10: Comparison o f PAD Dimensions and Approach Behaviour in Grid and Free-Form 
Layout
5 .5 .2  R e s e m b l a n c e  o f  th e  G r id  a n d  F r e e  - F o r m  La y o u t s  to  th e  Vis it e d
S t o r e  La y o u t
Resemblance of Grid Layout and Free Form Layout to 
the visited store
0>
3.20
3.10
3.00
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2.80
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§
5
Free Form Grid
Layout Type
Figure 5.11: Resemblance o f the simulated layouts to the visited store layout 
The store where the questionnaire was done was considered to be the combination of free­
form and grid layout. The t-test has been run for question 18 which is asking the similarity
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between simulated layout and the visited store layout. The mean for grid layout resulted a bit 
higher (M=3.15, SD^l.05) than the mean for free-form layout (M=2.78, SD=1.12L however, 
the T-test shows that there is no significant difference in the variances of resemblance of grid 
layout and free-form layout (t(78)=-L54, .13).
WÊÊÊÊÊÊÊÊÊÊÊÊ■
3.15 1.05 1.12 -1.54 .13Resemblance 
Table 5.19: Resemblance o f  the Simulated Stores to the Visited Store: Independent Samples T-test 
Results (Grid Layout, n^40; Free- Form Layout, n=40)
5.6  C o n c lu s io n
In this chapter the data collected by questionnaires was presented and the hypotheses were 
tested.
The majority of respondents were young people, living two people and without children in the 
household. 78 percent of the respondents were regular customers of the visited store and 89 
percent of the respondents were familiar with the store. Respondents’ selection of the three 
most important features in the store choice showed that for most respondents the store layout 
was not one of the first ones and its score ranked as the seventh out of ten features.
Open ended questions did no give too much generalisable data because of the low response 
rate; however they produced some useful knowledge for the visited store.
Regression analysis was conducted to test the Hypothesis 1 and Hlo^ and Hlo^ were not 
rejected whereas Hlo^ was rejected. Hypotheses 2, 3, 4 and 5 were analysed by t-test and the 
null hypotheses were not rejected for all of them.
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Chapter  6 
D is c u s s io n  AND C o n c l u s io n
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6.1 In tr o d u c t io n
This study dealt with the effects store layout has on customers’ approach behaviour taking 
pleasure, arousal and dominance emotional states as intervening variables. Analysis carried 
out on respondents’ responses produced some useful data on customers’ general shopping 
behaviour, preferences, effects of emotional states on approach behaviour and feelings 
induced by grid layout and free-form layout in grocery stores.
6-2 D is c u s s io n  o f  th e  m a in  f in d in g s
The subjects of this study were customers of a grocery store in Woking. The majority of the 
respondents reported to be familiar with the visited store and they were doing their grocery 
shopping at least once a week. Younger people were more willing to answer, the age group of 
respondents was generally between 25 and 44, the number of adults living in the household of 
the respondents was two and the majority of the respondents did not have any children under 
the age of 18 living with them in the same house.
Customers shopping preferences were found to be different from the results of the study done 
by Hansen and Deutscher (1977-78). In their study the first three items were dependable 
products, cleanliness and ease of finding products whereas in this study it was foxmd that 
respondents would first prefer to have value for money, convenient location and product 
variety. The store layout ranked as the seventh item in this study whereas in Hansen and 
Deutcher’s study two attributes of store layout which are ease of finding the products and 
moving around the store ranked as the third and ninth important attributes in grocery store 
selection. This result might have been obtained because the feelings induced in the store are 
temporary, since the interaction of the customer with the store layout occurs only in the store
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respondents might have not thought about the layout in the first point while choosing in which 
grocery store to shop.
Based on the Mehrabian-Russell (1974) model, the analysis of the relationship between 
pleasure, arousal, dominance dimensions and dependent variable approach behaviour showed 
that pleasure caused by the store layout was clearly the major predictor of approach 
behaviour, whereas dominance had a little effect and arousal was not significantly related to 
approach behaviour.
In contrast to the suggestions of Russell and Pratt (1980) and Donovan and Rossiter (1982) 
that shopping behaviours were related to measures of pleasure and arousal but not dominance, 
in this study it was found that the feeling of pleasure and dominance created by store layout 
had effect on approach behaviour. On the other hand the arousal measure was found to have 
no significant effect on approach avoidance behaviours.
In the study done by Donovan and Rossiter (1982), perceived pleasantness of the within-store 
environment was found to be the only significant predictor in the PAD equation with the 
equation itself accounting for a substantial 44 % of the variation in intended approach- 
avoidance behaviours in the retail stores. In the present study pleasure and dominance were 
found to be significant predictors in the PAD equation and these two variables together 
explained 61% of the variance in approach behaviour.
In order to examine in detail why arousal was not a significant predictor in the PAD equation, 
the regression analysis was conducted for only arousal, arousal and pleasure, arousal and 
dominance and pleasure and dominance. The results showed that there was a strong 
correlation between pleasure and arousal measures and only when pleasure entered the
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equation, the arousal measure became a not significant predictor of approach behaviour. 
Therefore, it can be explained as the pleasure and arousal may overlap as measures.
Respondents selected grid layout as showing more similarity than fi:ee-form layout, to the 
visited store layout which is the combination of grid layout and free-form layout, however the 
test results showed that there was no significant difference in the variances of resemblance of 
grid layout and free-form layout.
The hterature suggests that free-form layout creates a pleasant atmosphere whereas grid 
layout can be boring; therefore pleasure was expected to be higher in free-form layout. 
However, the results showed that there was not a big difference in the level of pleasure in the 
two types of layout.
Based on the suggestions of Lewison (1997) and Ghosh (1994) it was proposed that 
customers would feel more in control in grid layout since it simplifies shopping by creating 
clear and distinct traffic aisles where customers can develop routine patterns of movement 
through the store so they can shop quickly. Dominance was expected to be lower in free-form 
layout because the customers are not naturally moving around the store as in the other type of 
layouts (Levy and Weitz, 1995). Since the regularity of grid pattern rushes the shopper while 
the free-form layout creates a comfortable atmosphere it was proposed that customers would 
be more excited, stimulated and active therefore arousal would be higher in free-form layout 
than in grid layout. To put it more simply, it was expected that dominance would be higher in 
grid layout and arousal would be higher in free-form layout. However, arousal and dominance 
levels were found to be similar in grid layout and free-form layout.
It was proposed that because of the impersonal shopping atmosphere, the boring effect created 
by walking along the long aisles and the regularity that rushes the shopper, customers
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shopping in a grid layout would have avoidance behaviour more than approach behaviour. On 
the other hand, the pleasant atmosphere, creative visual displays, and freedom of moving in 
the store would lead to more approach behaviour than avoidance behaviour in free-form 
layout. In spite of this, the approach behaviour was found to be similar towards both grid 
layout and free-form layout.
In conclusion, the predictive validity of the simulated model was also tested by using the data 
obtained from a real grocery store environment. The value of the variance shows that the 
predictive vahdity of the model is good.
6.3 M a n a g e r ia l  Im p lic a t io n s
It was found that customers care about the value for money, convenient location, product
u
offer, quality, parking facility and cleanliness more than store layout. This result might be 
related to the nature of this study and grocery shopping as explained in the discussion part of 
this chapter. Retailers need to take into consideration all these features including the layout 
while building their marketing strategies.
Since pleasure and dominance created by store layout were found to influence the approach 
behaviour managers need to create pleasurable environments where customers would feel 
happy, satisfied, relaxed, pleased, in control and influential rather than unhappy, unsatisfied, 
bored, controlled or influenced. Therefore it may be suggested that the best layout would be 
the combination of grid layout and free-form layout since the literature proposes that 
customers feel more in control in grid layout and more pleasure in free-form layout.
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6.4 L im ita t io n s
As is usually the case with studies conducted in simulated environments, this research has 
some shortcomings. The plan and pictures showing the environment and explanations about 
the layout may not totally be capable of representing the environment and evoking the 
complete feelings which are induced when the subjects are physically in the store. Because of 
this technological limitation respondents might have had difficulties in imagining the layouts 
and have answered the questions thinking about their general grocery shopping experience. 
The findings showing that there is no significant difference in the means of emotional states in 
two different layouts might have been caused because of this limitation.
Another shortcoming of this study may be the wording of the questions. Each question was 
designed to reflect the measures of the emotional states proposed by Mehrabian and Russell 
(1974), however there might have been some biases caused by the respondents’ misperception 
of what the statement means.
The sample size was not big enough to be able to generalise the findings and also the 
respondents were only customers of a grocery store in Woking. The data was collected only 
by the researcher, therefore data collection process took time and it was possible to interview 
only 120 respondents. The majority of the subjects were young (25-44) and / or without 
children and / or female. Therefore the sample was not homogeneous.
Each person answered only for one type of layout, it would increase the reliability of the 
findings if each person answered for both layouts and would provide the chance to examine 
the differences of the results for the same subjects.
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6.5  R e c o m m e n d a t io n s  fo r  F u t u r e  R e s e a r c h
The methodology of using simulated environments was selected because of the unfeasibility 
of finding the appropriate store having grid layout or fi*ee-form layout and also it was aimed 
to exclude the influence of other variables different to store layout. However, researchers can 
do this study in real environments and if the same subjects visit different stores it may 
increase the reliability of the study.
In the present study it was not possible to assess the influence of the height of the gondolas on 
consumer behaviour. Future studies in the real retail store environment may also create 
information related to the height of the gondolas.
In this study customers were contacted after their shopping experience. Due to the transient 
nature of store induced feelings, the questionnaires done during the shopping experience may 
create more realistic results since respondents will not need to remember or imagine a 
shopping experience.
Observation technique may be used in future studies. This technique may be expensive and 
may require a special setting and professional experience. However, it may generate useful 
data which does not contain biases created by consumer thoughts and feelings they had while 
answering the questionnaire.
The statements used in this study to measure customers’ feelings may be tested by asking 
respondents to evaluate the statements and also evaluate the positive-negative measure which 
these statements reflect. By comparing the results, the ability of the statements to reflect the 
feelings may be analysed and by working on and modifying the low ability statements the 
researcher may obtain statements which perfectly measure the feelings without any bias.
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This study focused on grocery retailing and grid layout and free-form layout. Future research 
may examine the influence of store layout for other types of retailing and store layouts.
6.6  Co n c lu s io n
The aim of this study was to examine the influence of store layout on consumer buying 
behaviour. The research was done by using pleasure, arousal and dominance feelings created 
by the store layout as mediating variables influencing the approach behaviour towards the 
store. Grid layout and free-form layouts were used as the simulated store environments.
The results of the study show that pleasure and dominance influence approach behaviour 
whereas arousal remained ineffective. Additionally grid layout and free-form layout were 
found to induce similar feelings to customers in grocery stores. However, these results are not 
generalisable due to the limitations explained in this chapter.
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A p p e n d ixA  
D im e n s io n s  o f  PAD E m o t io n s
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D im ensio ns  of PA D  Em o tio ns
(Mehrabian and Russell, 1974)
Pleasure
1. happy - unhappy
2. pleased - annoyed
3. satisfied -  unsatisfied
4. contended -  melanchohc
5. hopeful -  despairing
6. relaxed -  bored
Arousal
I. stimulated -  relaxed
8. excited -  calm
9. fi*enzied -  sluggish
10. jittery-dull
II. wide awake -  sleepy
12. aroused -  unaroused
Dominance
13. controlling -  controlled
14. influential -  influenced
15. in control -  cared for
16. important -  awed
17. dominant -  submissive
18. autonomous -  guided
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A p p e n d ix  B 
Q u e s t io n n a ir e  f o r  S im u l a t e d  S t o r e s
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Unis
University of Surrey
Hello! My name is Burcak. I am a postgraduate student in Retail Management at the 
University of Surrey. I am conducting a survey on consumer shopping behaviour. Would 
you please take a few minutes to answer some questions? I assure that your answers will 
be kept completely confidential.
First you will be asked to answer questions about your shopping experience in this store. 
Then you will be shown picture and layout of a grocery store and you will be asked what 
you think about that store.
Thank you very much for your cooperation,
Burcak Goksel
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PARTI: GROCERY SHOPPING
1 Is the store you have just left your regular grocery store? YES  NO__
2 If (NO) where do you regularly do your grocery shopping? (Which grocer and where is it 
located?)
3 Please select the main product categories that you shopped today.
Fresh Produce   Bakery___________ __
Dairy products   Frozen Foods_______
Wine and Beer   Meats __
Non Food Other
4 Please select the three most important features in your grocery store choice.
Product Offer___________ __
Store Layout __
Helpful store Personnel __
Value for Money __
Parking Facility_________ __
Promotion 
Product Quality 
Store Atmosphere 
Store Cleanliness 
Store Location
100
PART H: QUESTIONS FOR GRID LAYOUT or FREE - FORM LAYOUT 
Please imagine that you are shopping for similar items as the ones you just bought 
but now, in a store having a GRID or FREE-FORM layout While answering the
this surv^. The details about the layout will be explained to you by the interviewer.
1 I would be happy to shop in this store (having grid layout).
2  I would feel relaxed when I am shopping in this store (While searching 
and walking between the aisles and departments).
3 I would be pleased because I can easily find what I am looking for.
I $>t
O) Î I 1 S’ 1 o> gc D> o> m c £
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3 4 
3 4
3 4
4 I would be satisfied with shopping in a store that has this type of layout. 1 2 3 4 5
5 This store layout would stimulate me to spend time in the store.
6 I would feel agitated because I have to walk a lot between the corridors to find products in the store.
1 2 
1 2
I would finish my shopping and get out of the store quickly because the 
store layout is not arousing.
3 4 
3 4
1 2  3 4
8  Walking between the corridors in this store would be exciting. 1 2  3 4
9 I can easily find my way in this store. 1 2  3 4
10 I would continue my shopping even if the store was overcrowded. 1 2  3 4
. .  The layout of this store would lead me to buying more items than I i o a
planned.
12 In this store I can easily find the place of the items that I want. 1 2  3 4
13 I think the store layout is well organized. 1 2  3 4
14 I think the store has a nice atmosphere. 1 2  3 4
15 I would like to shop in this store. 1 2  3 4
16 What do you think is the most attractive feature in this store
17 What do you think is the least attractive feature in this store
X p The layout of this store shows much resemblance to the store that I just 1 0 0 4
visited 1 0  a
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PART III: This part is asking some personal information which is needed for statistical 
analysis. All the information given by you will be kept confidential
Gender 
Age Group
Female^
18-24
Male_
25-34
What is your
highest compieted Primary 
levei of education?
35-44 45-54 55-64 65 and over
GCSE or A-levels or Further Undergraduate Postgraduate
similar  similar  education  Degree  Degree 
Frequency of Everyday Twice a Once a Twice a Once a
Grocery Shopping   week  week  month  month_
How many aduits 
(18+) are in your 
househoid, 
inciuding yourseif?
1 adult 2 adults 3-4 adults 5 or more
How many children 
(people under 18) 
are in your 
househoid?
On average, how 
much does your 
househoid spend 
per week on 
groceries?
none
£0-£20
1 child
£21-£50
2 children 3-4children 5 or more
£51-£100 £101-£200 over £200
What is your postcode?
THANK YOU VERY MUCH FOR YOUR COOPERATION!
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Unis
University of Surrey
Hello! My name is Burcak. I am a postgraduate student in Retail Management at the 
University of Surrey. I am conducting a survey on consumer shopping behaviour. Would 
you please take a few minutes to answer some questions? I assure that your answers will 
be kept completely confidential.
You will be asked to answer questions about your shopping experience in this store. 
Thank you very much for your cooperation,
Burcak Goksel
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PARTI: GROCERY SHOPPING
1 Is the store you have just left your regular grocery store? YES  NO__
2 If (NO) where do you regularly do your grocery shopping? (Which grocer and where is it 
located?)
3 Please select the main product categories that you shopped today.
Fresh Produce   Bakery_____________
Dairy products   Frozen Foods_______
Wine and Beer   Meats __
Non Food Other
4 Please select the three most important features in your grocery store choice.
Product Offer___________ __
Store Layout __
Helpful store Personnel __
Value for Money __
Parking Facility_________ __
Promotion 
Product Quality 
Store Atmosphere 
Store Cleanliness 
Store Location
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89
10 
11
12
13
14
15
16 
17
PART H: QUESTIONS FOR VISITED STORE
I am happy to shop in this store.
I feel relaxed when I am shopping in this store 
(While searching and walking between the aisles 
and departments).
I am pleased because I can easily find what I am 
looking for.
I am satisfied with shopping in a store that has this 
type of layout.
The store layout stimulates me to spend time in the 
store.
I feel agitated because I had to walk a lot between 
the corridors to find products in the store.
I finished my shopping and went out of the store 
quickly because the store layout is not arousing.
Walking between the corridors in this store is 
exciting.
I can easily find my way in this store
I would continue my shopping even if the store was 
overcrowded.
The layout of this store led me to buying more items 
than I planned.
In this store I can easily find the place of the items 
that I want.
I think the store layout is well organized.
I think the store has a nice atmosphere.
I would like to shop again in this store.
What do you think is the most attractive feature in 
this store?
What do you think is the least attractive feature in 
this store?
D ) I -
^2.  2
CO Q  Q
2
2
2
2
i l l  I i | |  ^
3 4
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3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3
3
3
3
4
4
4
4
5
5
5
5
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PART HI: This part is asking some personal information which is needed for statistical 
analysis. All the information given by you will be kept confidential
Gender Female__ Male__
Age Group 18-24__ 25-34__ 35-44_ 45-54__ 55-64__ 65 and over_
What is your 
highest completed 
level of education?
Primary__ GCSE or similar__
A-levels or 
similar__
Further 
education__
Undergraduate Postgraduate 
Degree__ Degree__
Frequency of 
Grocery Shopping
Everyday Twice a 
week__
Once a 
week__
Twice a 
month__
Once a 
month__
How many adults 
(18+) are in your 
household, 
including yourseif?
1 adult__ 2  adults__ 3-4 adults__ 5 or more__
How many children 
(people under 18) 
are in your 
household?
none__ 1 child__ 2  children__ 3-4children__ 5 or more__
On average, how 
much does your 
household spend £C-£20_ £21-£50_ £51-£100__ £101-£200__ over £200__
per week on 
groceries?
What is your postcode?
THANK YOU VERY MUCH FOR YOUR COOPERATION!
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PAD Emotional States in Each Type of Layout
£
3»
S
(1) Happy-Unhappy
(2) Relaxed-Bored
(3) Pleased-Annoyed
(4) Satisfied-Unsatisfied
(5) Stimulated-Relaxed
(6) Jittery-Dull
(7) Aroused-Unaroused
(8) Excited-Calm
(9) Controlling-Controlled
(10) Overcrowded- 
Uncrowded
(11 ) Influential-lnfluenced
(12) Dominance- 
Submissiveness
0.00 1.00
□
2.00 3.00
Mean Value
4.00 5.00
□ free a  grid □ visited
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